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Preface
Recognizing the significant number of women entering the profession and the chal­
lenges they faced, the American Institute of Certified Public Accountants (AICPA) 
created a task force on the upward mobility of women in 1989. Three years later, as 
issues relating to women became more complex, the Institute created an executive 
committee on women and family issues. The new executive committee’s focus was to 
raise awareness about the issues facing women and professionals with families. To that 
end, the committee issued its first publication, developed in connection with the 
AICPA Management of an Accounting Practice Committee in 1997, Flexible Work 
Arrangem ents in CPA Firms.1
In 1994, the committee began conducting and reporting on national surveys of public 
accounting firms and professionals. These surveys evaluated the existence and effec­
tiveness of flexible work arrangements and also tracked the retention and advancement 
of professionals within their firms. The 1994 and 1997 surveys noted improvement in 
the availability of flexible arrangements and also noted small increases in the number of 
women advancing to partnership ranks within their firms. The results of the 2000 sur­
vey nevertheless suggested that despite the existence of effective alternative work 
arrangements and the large number of women entering the profession, the number of 
women in senior positions within their firms was not increasing.
At its meeting in 2000, the committee reaffirmed its dual mission of helping promote 
the advancement of women in the profession while helping all professionals achieve 
their desired work/life balance. Motivated by the results of the 2000 survey, the 
newly renamed Work/Life and Women’s Initiatives Executive Committee began a 
project to interview successful women, human resource directors, and managing part­
ners at leading firms in the hope of identifying the obstacles faced by women and the 
practices that women and firms can adopt to help facilitate the advancement of 
women in the profession.
This publication is the result of that project. During the first half of 2002, over 50 
women, human resource directors, and managing partners were interviewed by the 
author. The observations, reflections, and suggestions made in those interviews form 
the basis for this publication. The author and committee members thank the partici­
pants for sharing their insights and advice.
The Work/Life and Women’s Initiatives Executive Committee hopes that this publi­
cation will serve as a resource for firms looking for ways to improve the retention and 
advancement of women. The committee also hopes that the book will inspire young 
women entering the profession so that they may one day join the leadership ranks 
within public accounting.
1 AICPA Women and Family Issues Executive Committee and the AICPA Management of an 
Accounting Practice Committee in collaboration with Barney Olmsted. Flexible Work 
Arrangements in CPA Firms. New York: AICPA, 1997.
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On Women’s Advancement in the Profession 
A View from William F. Ezzell, Chairman of the 
AICPA Board of Directors and 
Partner, Deloitte & Touche, LLP
Women’s advancement is an extremely important issue for the Institute and for 
all of our member firms and companies. There is no question whatsoever that 
we all benefit from having the best and brightest in this profession. This goal 
is a business imperative. We simply cannot afford to exclude any segment of 
our population.
We have to make sure that if there are barriers for women and people of color, 
artificial or otherwise, we take them down. In my firm, we have struggled hard 
to achieve this goal, made some progress, and recognized that we have fur­
ther to go. Nevertheless, our efforts have brought wonderful diversity to the 
boardrooms of our clients and to our own discussions. Perspectives and view­
points that might not have otherwise been in the room are now reflected in the 
way we manage the firm and serve our clients.
The message for the entire profession is that addressing these issues is not 
only the right thing to do. It is the smart thing to do.
AICPA Work/Life and Women’s Initiatives Executive Committee
Mission: To promote within the accounting profession a work environment that 
provides opportunities for:
— The successful integration of personal and professional lives
— The promotion of the advancement of women to positions of leadership 
For information about the committee and its activities: www.aicpa.org/worklife
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D edication
To Katie, Kristen and Bill—thanks for helping make all my dreams come true.
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chapter 1
Making the Case
For accountants, there is often an interesting story behind the numbers. 
Consider these facts. Since the mid 1980s, more than half of the students com­
pleting programs in accounting at leading colleges and universities were women 
and many of those women began their careers in public accounting. Yet, on 
average, less than 15 percent of the partners or principals in public accounting 
firms are women. What experiences do these young women have as they begin 
their careers? What happens to them as they try to advance to the senior ranks 
within their firms? And, more importantly, why should firms care?
A closer look at the statistics over the last 20 years indicates that the number 
of women entering the profession has grown dramatically. In 1982 , 45 per­
cent o f accounting graduates were wom en, but women represented only 38 
percent o f the new hires in the profession. By 2002 , 56 percent o f the 
accounting graduates were women and the new hire rates approximated that 
same percentage.
If women represent more than half of the graduates of accounting programs 
and firms are hiring them at that same rate, then it m ight be reasonable to 
expect that women have been progressing toward partnership at a pace con­
sistent with their male counterparts. In fact, however, data collected by the 
AICPA reveal that women’s advancement toward partnership has been slow, 
with only 14 percent of women holding the position of partner, shareholder, 
or owner in their firms.
Exhibit 1.1 Gender of AICPA Members Who Are Partners 
or Shareholders
100%
80%
60%
40%
20%
0%
Gender of AICPA Members 
Who are Partners/Sharehoiders/Owners of Firms
 1993 1994 1995 1996 1997 1998 1999 2000 2001 2002
Percentage Men 91% 90% 90%  89% 88% 88% 87% 87% 87% 86%
  Percentage Women 9% 10% 10%  11% 12% 12% 13% 13% 13% 14%
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Exhibit 1.1, “Gender of AICPA Members Who Are Partners or Shareholders,” 
suggests that women are underrepresented in the senior ranks of their firms 
compared to their representation at the entry level. Since public accounting 
organizations typically look to their partner ranks for firm leadership, it is rea­
sonable to conclude that an even smaller percentage of women are represent­
ed in firm management. Women are successfully completing accounting pro­
grams, winning attractive positions in public accounting firms, and then fail­
ing to advance to senior levels within their firms. Can a case be made for 
addressing this issue?
The Business Case for the Advancement of Women
In order to be persuasive, the case for w om en ’s advancem ent m ust re ly  on 
m ore than an argum ent for fairness. A lthough  m ost w ou ld  agree that 
w om en in general deserve the same opportun ities as their m ale coun ter­
parts, m otivating firm m anagem ent takes m ore than an argum ent based on 
com m on sense and equity. Just as they w ould  advise their clients facing a 
business issue, firm m anagem ent m ust consider the business case for m ak­
ing  a change. M any firms have exam ined the issue o f w om en ’s advance­
m ent in the last 10 years. They have analyzed the data, in terview ed their 
staff, consulted outside experts, and concluded that change was required . 
T heir m otivation was based on a business case o f the fo llow ing two p rin ­
cipal argum ents:
H igh  co s t o f  r e c r u i t in g ,  t r a in in g ,  a n d  tu rn o v e r .  The prim ary case for 
w om en’s advancement is in the numbers. The m ajority o f new candidates 
entering the profession are female. These young female professionals jo in 
the firm, benefit from the train ing, become skilled, establish critical re la­
tionships w ith clients, and then leave prior to m aking partnership. At firms 
where the issue has not been addressed, the turnover rate o f wom en exceeds 
that for men at the same levels. This turnover often occurs righ t at the time 
that the firm ’s in itial investment in the person’s professional development is 
beginning to yield  significant rewards. Losing talented , h ighly skilled female 
professionals in the prime o f their careers represents a significant cost to 
public accounting firms.
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The profession has long appreciated the cost of turnover.2 The powerfully sim­
ple business case for the retention and advancement of women is that improve­
ment in these rates saves firms money. Human resource directors at profession­
al service firms often argue that the competition for talent exceeds the compe­
tition for clients. Firm success, therefore, is inextricably linked to the talent and 
contributions of its people. Therefore, the more firms can do to attract and 
retain top talent, the more successful the firm will be.
“You have a business case when greater than 50 percent o f the real 
talent, high excelling talent, coming out o f schools is female. I f  you 
give up 50 percent o f your resources right out o f the gate, you aren’t  
going to have a competitive advantage long term. ”
Leslie Murphy, Managing Partner— Client Service, Plante &  Moran, PLLC
“Consider our situation in the mid 1990s. We were growing a t about 
20 percent a year and we had turnover approaching 20 percent a 
year. So, you p u t those two numbers together, and we were basically 
hiring half our workforce every year. Then, we looked a t the underly­
ing statistics that say that 50 percent o f the entering class are women 
and we decided that we were going to have to get serious about this.”
H um an resource/retention specialist a t a major firm
O pp o rtu n it ie s  to b e n e f i t  f r o m  a  d iv erse , sk illed  p r o fe s s io n a l team . Most public 
accounting firms recognize that the stakeholders in today’s economy come 
from increasingly diverse backgrounds. The increase in the number of women 
and minority decision makers and business owners presents a challenge to pub­
lic accounting firms looking to serve this diverse clientele. It is just not realis­
tic to think that a firm can field an engagement team that is exclusively com­
prised of white male professionals. Clients expect to see an engagement team 
that reflects the composition of its own employees and customers. Leaders of 
public accounting firms acknowledge that firms must respond to demands 
from their clients for more diverse professional teams.
2 Public accounting turnover data were collected and analyzed by organizations, including 
Catalyst, in the 1980s and early 1990s when accounting firms were in search of help identify­
ing and responding to the issue. Catalyst estimates of female turnover approaching a 25-per- 
cent rate in the early 1990s brought the issues clearly into focus; in addition to reducing the 
pool of candidates available for promotion, high turnover disrupted continuity on engagements 
and caused the firm to spend significantly to recruit and retrain professionals. Achieving a 
Balance in the Accounting Workplace: Gender, Upward Mobility, Work and Family, Proceedings 
of a conference by Catalyst, the American Institute of Certified Public Accountants and the 
New York State Society of Certified Public Accountants. New York: Catalyst, 1994.
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At the same time, those firm leaders recognize that the firm also benefits from 
the varied skill sets and approaches those diverse individuals bring to the team. 
People o f different genders or from diverse backgrounds lend a new perspec­
tive to problem solving and creative thinking. Teams benefit particularly from 
the participation of women who have experience with time management, com­
munication skills, and relationship-building. As the CPA confronts difficult, 
new challenges in an economy that is increasingly diverse, there is much to be 
said for drawing on the varied ideas, styles, and attitudes that a diverse profes­
sional staff represents.
“There is a  business case for the advancement o f women. On the pos­
itive side, a slew o f businesspeople ure women. Tou look like an idiot 
i f  you do not have women to come out to deal with these people. The 
diversity at  the firm  should at  least match the diversity o f our clien­
tele. There’s a strong business case for having a diverse partner base. ”
Ed Nusbaum, CEO, Grant Thornton, LLP
Practice Perspective
Deloitte & Touche Women’s Initiative
In the early 1990s, leaders at the firm of Deloitte & Touche began 
an in-depth analysis of the issues of the turnover and retention of 
their female professionals. The firm was one of the first to recog­
nize the increase in the number of women entering the profession 
and to articulate the argument that attracting and retaining talent­
ed women provided the firm the potential for a tremendous com­
petitive advantage.
In 1993, firm leadership launched its Women’s Initiative and 
named Ellen Gabriel, an audit partner in its Boston office, as 
national director for the advancement of women. While striving for 
work/life balances, serving as a partner and leading the firm’s 
women’s initiative, Ellen was a positive role model for other female 
professionals. Following Ellen’s death from breast cancer in 1999, 
the firm continued its efforts to focus on people, advancement, 
work/life, and culture. The Women’s Initiative adopted by the firm 
has led to its recognition and inclusion in lists of the best places to 
work compiled by Fortune and Working Mother Magazine.
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Where Are the Female Partners?
The argument for wom en’s advancement is clear. It is just too costly to lose a 
significant number o f the firm ’s new hires as they approach the most produc­
tive stage of their careers. Women represent valuable members of an engage­
ment team in firms that seek to respond effectively to challenges posed in a 
rapidly changing economy. Given that more than half of the new hires in the 
profession are women and given that it is a smart business decision to retain 
and utilize these individuals, why haven’t the ranks of female partners kept 
pace with the numbers of women entering the profession?
A closer look at the results of surveys conducted by the AICPA suggests that 
in the last ten years, women have represented an increasing percentage o f the 
promotions being made at the senior levels.3 Despite these increases however, 
women continue to hold less than 15 percent of the partnership positions and 
are even less well represented in firm management or leadership positions. See 
Exhibit 1.2, “Gender Analysis of Promotions—2000 Survey of Firms.”
Exhibit 1 .2  Gender Analysis of Promotions—
2 0 0 0  Survey of Firms
Women/Men Promoted to Senior Positions in the Last Three Years
Partners Principals Directors Sr. Managers
3 Over the last decade, the Work/Life and Women’s Initiatives Executive Committee of the 
AICPA conducted three surveys of public accounting firms and professionals. The key find­
ings of these surveys appeared in articles entitled “Facts and Myths about Women CPAs,” 
Journal of Accountancy, October 1994, p. 79; “Toward an Equal Future,” Journal of 
Accountancy, June 1999, p. 71; and “Having It All: How a Shift in Balance Affected CPAs 
and Firms,” Journal of Accountancy, May 2001, p. 20.
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One possible explanation for the small number of women partners is that women 
do not want to become partners. Having entered the profession and gained their 
experience, they left for other opportunities, both personal and professional. 
Public accounting has a long history of high turnover for all professionals. The 
traditional “up or out” firm structures often led to a significant number of pro­
fessionals leaving the firm. Both men and women leave public accounting.
Statistics from the AICPA’s Year 2000 survey of firms and professionals, how­
ever, suggest that despite the up or out culture, many men and women would 
like to stay with their firms and advance to partnership. In the 2000 survey of 
professionals, almost two-thirds of the respondents suggested that they were 
likely to stay with their firms and over half o f all professionals indicated that 
they wished to advance to the partner level. More men (66 percent) than 
women (41 percent) desired to achieve partnership. Men expressed slightly 
more confidence that they would be able to achieve the level they desired.
Exhibit 1 .3 Analysis of Intentions of Professionals
Analysis of Intentions of Professionals
What happens to these career aspirations once the professional becomes con­
cerned about the opportunity for upward mobility at the firm? Results from 
the 2000 survey of firms and professionals revealed that professionals con­
cerned about upward mobility were much less likely to desire to stay with their 
firm. O f the professionals who expressed concern about upward mobility at 
their firms, 53 percent noted that they were not going to stay with their firms 
or were not sure that they would stay. These statistics suggest that a firm that 
addresses concerns over upward mobility may also improve retention rates. See 
Exhibit 1.3, “Analysis o f Intentions o f Professionals.”
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Surveys of women in public accounting suggest that they are interested in stay­
ing with their firms and making partner. Yet, less than 15 percent o f public 
accounting partners are women. Do women encounter obstacles as they try to 
advance to partnership? Once encountering those obstacles, or at least per­
ceiving that there are obstacles, do these women become concerned about 
upward mobility and start thinking about alternative careers? If so, then iden­
tifying the real or perceived obstacles and helping to eliminate them may 
increase the ranks of women in senior positions and reduce the number of 
women who leave the profession and their firms.
Obstacles: Perceptions and Recommendations
Are the obstacles to women’s advancement real or perceived? Leaders in pub­
lic accounting firms agree that there are things that women can do to help 
themselves advance within their firms, and there are things that the firms can 
do to ensure that women’s advancement is not restrained. Almost all firm lead­
ers agree that many of the actions that may be taken by professionals and firms 
to help professionals advance to partner are not gender-specific; they help both 
men and women advance to partnership and to leadership roles within the firm. 
Given the data that suggest that women have had a more difficult time advanc­
ing to partnership, the participants in this project were asked to identify the 
obstacles women face as they attempt to advance within their firms.
Discussions with leading women and managing partners of firms identified the 
obstacles addressed in the following sections.
Conflicting Stresses: Public Accounting Versus 
Other Priorities
Women reach certain periods in their careers when the stress of the job in pub­
lic accounting conflicts with other priorities. Despite some changes in cultural 
norms, women still serve as the primary caregivers for their children and 
assume primary responsibility for household matters. Given the demands 
placed on seniors and managers in public accounting firms, it is often difficult 
for a young female professional to juggle her various responsibilities. M any 
firms report that it is during this critical time of competing priorities that they 
lose many of their talented young women.
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Recommendation
Firms need to provide flexible work arrangements that permit women to stay 
on the partnership track. There are a variety of flexible work arrangements that 
have been used successfully by professionals in public accounting. Firms that 
have offered and supported these kinds of arrangements report improved 
retention rates and professional morale.
Practice Development: A Problem for Women?
The argument is that women cannot sell the business, that practice develop­
ment is a problem for women. Although there are many male and female 
CPAs who are good at marketing, there is a lingering perception that women 
have a more difficult time selling the business. Perhaps this perception is 
grounded in traditional views of marketing as involving male-oriented sport­
ing events. In today’s economy, however, CPAs encounter a diverse client base 
with specialized needs. Men and women have an opportunity to respond to 
client needs while respecting the fact that many people, including clients, have 
lim ited time for these types of activities.
Recommendation
The ability to excel at practice development is not gender-based. Firms should 
develop training that helps CPAs improve their practice development skills. 
Senior members in the firm should provide opportunities for less experienced 
accountants to observe how practice development is executed well. Women also 
need to recognize their strengths and use them to enhance practice development.
Unequal Access to Leadership Development
and Networking
Women do not have equal access to leadership development opportunities and 
networking opportunities within their firms. Given the large number of women in 
the staff, senior, and manager ranks, why don’t they have more access to leader­
ship development? Some argue that the people who issue the invitations to special 
events, or who decide which staff members may accompany a partner to a func­
tion with the client, prefer to invite someone who looks like them. These oppor­
tunities present a risk for the decision maker that the invited person may make a
10
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mistake or otherwise prove disappointing, so the senior person may be even more 
reluctant to “take a chance” on inviting or recommending a new person. Going 
with what has worked in the past, some senior professionals may choose to simply 
pass the invitation along to someone who shares their background.
As the entering work force becomes more diverse while the partner ranks stay 
fairly homogeneous, this strategy of low-risk invitations may result in unequal 
access to programs for certain professionals. Also, given the small numbers of 
women in senior positions, there are fewer people with whom to network. This 
lack of access to leadership and networking opportunities may stall the pro­
gression of women to senior positions within their firms.
Recommendation
Firms should provide women with equal opportunity for leadership roles and 
support networking among professionals. Many firms have begun to recognize 
the advantage of identifying top talent and exposing that talent to positive role 
models and special opportunities within the firm. Firm leadership should take 
steps to ensure that women are included in the pool of people identified as 
high potential talent and provide them with opportunities for exposure to firm 
management, clients, and colleagues. Firms should support networking by 
women within the firm and outside of the firm.
Lack of Mentors
M any women lack effective mentors. The value of the mentoring relationship 
is well known in the professional service firm. Prior to the influx of women 
into firms, senior men looked out for their junior colleagues. M en were used 
to mentoring the other men in the firm. They were comfortable with serving 
as role models for their younger colleagues, who were often similar in back­
ground. As the ranks of young female professionals grew, the numbers of avail­
able mentors w illing to help these women did not increase at the same rate. 
Therefore, many young women were left w ithout mentors.
Recommendation
When possible, firms should provide a formal mentoring program for employ­
ees. In the absence of a formal program, women should identify mentors and 
develop relationships with those individuals who can provide the coaching and 
counseling that lead to career advancement.
11
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How Firm Culture Thwarts Women
The culture in many firms thwarts women’s advancement in subtle ways. Firm 
culture, which has a major impact on the career of a public accountant, often 
presents the biggest challenge to women’s advancement. The influence of cul­
ture can be w ide-ranging, from significant activities like assignments, compen­
sation models, and invitations to client functions, to subtle distinctions such as 
communication and socialization within the firm. The culture in many of 
today’s firms had its origins in a time prior to the arrival of significant numbers 
o f women in the profession. These cultures, whether overtly operating as an 
“old boys’ club” or subtly maintaining the remnants of an organization that 
was mostly male, may disenfranchise women. Female professionals, already fac­
ing the difficult demands of a professional career, may become discouraged in 
an environment in which the culture fails to create a climate of support and 
opportunity for them.
Some firms have attempted to address certain aspects of the wom en’s advance­
ment issue by implementing particular programs such as flexible work arrange­
ments or mentoring. The implementation of individual programs, however, 
may not be sufficient to override cultural norms which thwart the advance­
ment o f women. Subtle cultural activities such as communication between 
professionals or invitations to social events, may create an environment in 
which women feel alienated despite the existence of individual programs 
designed to help them feel welcome.
Recommendation
Developing a successful plan to improve the retention and advancement of 
women requires a broad strategic initiative—not a piecemeal approach. Firms 
that have begun to see improvements in the rates of retention and advance­
ment of women suggest that broad cultural change is the only effective way to 
address the problem.
Lack of Positive Role Models
Young women don’t have effective access to positive role models of happy, suc­
cessful female partners. Some professionals argue that young women in their 
firms do not have enough good role models to admire. For many years, pro­
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fessionals argued that some of the people who made it to partnership were not 
the kind of people they wanted to be. There were plenty of examples o f male 
and female partners who had sacrificed their families for their careers, or 
ignored any need for balance in their professional lives and simply worked too 
hard. Finding women partners who had advanced to partnership while leading 
happy, fulfilled personal lives was even more difficult for young professionals, 
given the small number of women partners in most firms.
Recommendation
Young CPAs need to seek the advice of the women who have moved into posi­
tions of leadership within the firm and the profession. They have insights into 
the issues and opportunities that may present themselves over the course of a 
career in public accounting. Do not be afraid to call on senior colleagues for 
mentoring. Their suggestions provide a recipe for a successful career for young 
women who want to learn from other women who have done it well.
W hether real or imagined, these are the “obstacles” that women face, accord­
ing to the participants interviewed for this project. Leading women, human 
resource professionals, and managing partners suggest a variety of ways in 
which firms and female professionals can overcome these obstacles and 
improve the rates o f retention and advancement o f women. The remainder of 
this book presents a discussion of each issue and specific suggestions in 
response to the issues. It also features best practices that are in place at some 
o f today’s leading firms.
13
Flexible Work Arrangements
chapter 2
Flexible Work Arrangements
Perhaps the greatest challenge faced by public accounting professionals is the 
hours they must devote to their careers. Long known as a profession with 
“busy” seasons, public accounting requires long hours, travel, and devotion to 
the job. For many years, a career as a CPA was thought to be inconsistent with 
a desire to maintain work/life balance or participate in raising a family. The 
issue of work/life balance and the need for flexible work arrangements was 
often seen as a wom en’s issue.
Now, the model of the harried public accountant also challenges the recent 
demographics that suggest that a significant number of all young people enter­
ing the work force desire balance between their work and personal lives.4 No 
longer can firms argue that the desire for work/life balance is simply a women’s 
issue or even a family issue. In fact, the search for balance is an issue for all pro­
fessionals. Whether it is a desire for time to pursue a passion, for reflection, to 
care for elderly parents, to cope with medical issues or to raise a family, the need 
to devote time and energy to nonwork activities is ever-present. If the firm is 
not responsive to this need, the professional becomes stressed. Often, this stress 
is resolved by the professional choosing to leave public accounting.
“The hardest thing fo r  women is that they start to think about hav­
ing a fam ily  and I  think that they have a hard time envisioning 
working a t the level they are working and still having the ultimate 
fam ily  life. Our women say that they love the work and the chal­
lenge, but the commitment during those peak months is difficult.
I t ’s tough to manage their own expectations and g e t the work done, 
especially a t the supervisor and manager level.”
Kathleen Schroeder, Managing Director, R S M  McGladrey
“So, when I  started, I  can remember that we were expected to work 60 
to 70 hours per week, and did. I t is not the same world that it used to 
be. The profession isn’t  going to keep people i f  they try to push this 70- 
hour week. People may work that much in a pinch or to meet a dead­
line once in a while, but they are not going to work like that fu ll time. 
And, either we have to change i f  we want to keep them, or they’re gone.”
Joan Porsch, Member, K ennedy and  Coe, LLC
4 Studies conducted by the AICPA on recruiting and retaining top talent suggest that young male 
and female professionals seek to achieve work/life balance. See the AICPA publication, PCPS 
Executive Committee, Top Talent Speaks: Is Tour Tirm Listening?.. New York: AICPA, 2002.
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In response to demands from working professionals seeking to reduce their 
stress as they strive for better work/life balance, public accounting firms have 
offered a wide range of flexible work arrangements to their staff. Since 1994, 
the availability and use of these arrangements has grown as illustrated in 
Exhibit 2 .1 , “Percentage of Firms Offering Flexible Work Arrangements.”
Exhibit 2 .1  Percentage of Firms Offering Flexible
Work Arrangements
Percentage of Firms Offering Flexible Work Options 
2000 Survey of Firms
“Our f i r m ’s philosophy is that lift is like a tightrope. You cun easi­
ly fu ll  o ff i f  life hus too much or too little in uny one way. Flexibility 
is the key to everything. ”
Leslie Murphy, M anaging Partner-Client Services, Plante &  Moran, PLLC
Common Flexible Work Arrangements
Firms can offer a number of work arrangements. The following sections define 
the most common.
Flextime
In a flextime arrangement, the CPA sets the start and stop time of work each 
day. Depending on client schedules or personal needs and desires, the CPA
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decides when to come in, when to work in the office, and when to make up 
work outside of the regular business day. This practice is so common in the 
public accounting profession that many CPAs do not even view this as a “flex­
ible work arrangem ent” but as the way business is done in the profession. 
CPAs have a long history o f managing their workday and responsibilities. 
Given the extensive travel and need to work from a variety of places, CPAs 
rarely begin and end work at prescribed times during the day.
Results from the 2000 survey o f professionals indicate that CPAs leave work 
during the day for a variety of activities as illustrated in Exhibit 2 .2 , 
“Frequency of Taking Time for Nonbusiness Activities.” Flextime for the CPA 
means having the ability to tailor the day to meet individual needs.
Exhibit 2 .2  Frequency of Taking T ime for 
N onbusiness A ctivities
Frequency of Taking Time for Non-Business Activities 
2000 Survey of Professionals
To engage in leisure 
activities
To attend school
To perform volunteer work
To attend family 
extracurricular 
activities
To assist ill family 
member
To attend to Personal 
Business
■  Men 
□  Women
Frequently - 3 
Occasionally - 2 
Rarely - 1 
Never - 0
Although many professionals indicate that they appreciate having the oppor­
tunity to leave work during the day to tend to nonbusiness activities, most 
CPAs say that they leave work for these nonbusiness activities only rarely or 
occasionally. Men responding to the 2000 survey of professionals reported 
leaving 2 .6 times each month for these activities, while their female colleagues 
reported leaving 2 .4  times each month. Women and men with children under 
the age of 20 reported leaving work approximately three times each month for 
nonbusiness activities.
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“I  feel that flexibility is really important. Being in control o f your 
own time is a major stress reliever.”
Denise Devine, President &  CEO, Nutripharm, Inc. &  Devine Foods, Inc.
One firm with a culture of flexibility is Deloitte & Touche. In its 
materials provided to potential recruits, the firm stresses its belief 
that meeting client obligations does not have to mean missing a 
child’s recital, a ball game, a dentist appointment, or a class. The 
firm’s promotional materials praise the value of culture that puts 
people in control of their time.
Regular Part-Time
Part-time arrangements provide for the CPA to work fewer hours than those 
of full-time staff. Some part-time schedules allow the professional to work a 
certain number of hours or days each week throughout the year. Other part- 
time schedules do not specify the number of hours to be worked, but reduce 
the professional’s load by perm itting her to carry a reduced number of assign­
ments or client responsibilities. Other professionals work a full-time schedule 
during certain times of the year (busy seasons) and then reduce their hours 
during other times. Part-time arrangements are becoming more frequent in 
the professions.
Compressed Workweek
In a compressed workweek, the professional works longer hours on a few days 
so that she may not work on one of the other days of the regular workweek. 
Given the long hours associated with public accounting, the option of a com­
pressed workweek becomes more problematic.
Special Summer Hours
Some CPA firms offer professionals a chance to work regular hours during most 
of the year and then reduce or eliminate the hours they work during the sum­
mer. This option is particularly attractive to parents with school-age children or 
professionals whose personal interests lead to a desire to have more free time in 
the summer. Creating a summer schedule may be more appropriate in certain 
specialty fields within the profession in which there are few summer deadlines 
or client responsibilities. An attractive option for many, the logistics of working 
out such a schedule makes this a less common work arrangement.
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Telecommuting
W hat seemed like a radical option 20 years ago is now taken for granted in 
today’s technology-oriented economy. Professionals wishing to work from 
home now have easy answers to the basic questions of how to link to the firm’s 
computer systems, receive messages, and keep in touch with clients and colleagues. 
Technology provides opportunities for CPAs to do a great deal of work from their 
homes. A small but increasing number of professionals are telecommuting.
Practice Perspective
Deloitte & Touche Home Office
In the devastating aftermath of the September 11, 2001, attack on 
New York’s World Trade Center, personnel from the accounting 
firm Deloitte & Touche learned some valuable lessons about flex­
ibility and the workplace. When the firm’s primary offices were 
destroyed or rendered inaccessible by the clean-up process, pro­
fessionals from many of the tri-state offices had to be more cre­
ative about working in a variety of new settings.
“A t  Deloitte &  Touche, we’ve tried to create a culture o f 
flexibility. M any people think it  is becoming harder to 
manage work/life commitments because we are all con­
nected 24/7. B u t my vision is to try to turn  that into a pos­
itive, enabling people to use technology to work smarter. We 
did a survey o f our people who had to work in different 
offices and different workplaces following 9/11. Using the 
information they provided in the surveys, we are develop­
ing protocols, tip sheets, and guidelines fo r  managers and  
above. We are looking a t ways that people can work from  
home in the morning and then go to a client in the after­
noon or go to an office that is closer to the client than their 
home office. I  think we should g e t away from  the concept o f 
face time and look a t the results and quality o f our work.”
V. Sue Molina, Partner and National Director for the 
Advancement o f Women, Deloitte &  Touche, LLP
Job Sharing
Under a job sharing arrangement, two professionals “split” the workweek and 
share responsibilities for their clients. This flexible work arrangement is much
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more common in industries with job responsibilities that are predicable, clear­
ly outlined, and not as dependent on individual relationships. Although there 
are some CPAs who “job share,” the nature of the business and the need for 
teamwork make this a less common alternative.
■  ■ ■
Strategies for Success
Unlike their peers in professions like law, medicine, or business, CPAs enjoy an 
advantage when it comes to managing a successful flexible work arrangement. 
Since CPAs are often away from the office due to client obligations and trav­
el, the professionals in the firm and the firm’s clients have already accepted that 
the CPA may not be available in the office during regular hours. This expec­
tation provides an advantage for professionals working in flexible arrange­
ments. See Exhibit 2 .3 , “Professionals Using or Planning to Use a Flexible 
Work Arrangement.”
Exhibit 2 .3  Professionals U sing or Planning to U se a 
Flexible Work Arrangement
Percentage of Professionals Currently Using or Planning to 
Use Flexible Work Arrangement 
2000 Survey of Professionals
Respondents to the 2000 survey of professionals suggested that they are inter­
ested in using flexible work arrangements even if they are not currently involved 
in such an arrangement. Of the professionals who indicated that they intended
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to stay with their CPA firm, 50 percent suggested that they are currently using 
or intend to use a flexible work arrangement. More than 60 percent of the 
women intending to stay with their firms planned to use such an arrangement, 
and 80 percent of the women with young children noted that they intended to 
use a flexible work arrangement. Over half the respondents indicated that they 
are currently using or planned to use flex-time arrangements, while only 30 
percent suggested that they use or might use a part-time arrangement.
Over the last 10 years, an increasing number of professionals, both male and 
female, have adopted flexible work arrangements. M any of these same profes­
sionals have continued to advance within their firms. Some have been pro­
moted to partner while pursuing a flexible work arrangement. Professionals 
who have enjoyed successful part-time or flex arrangements and their human 
resource directors offer the following advice to women and their firms:
■ Stay flex ib le. Both firms and professionals participating in flexible 
work arrangements need flexibility for the arrangement to be suc­
cessful. Flexibility is key for one important reason, as much as the 
professional tries to establish boundaries between her personal and 
professional lives and adhere to the proposed schedule, client 
demands and deadlines will inevitably present challenges to the 
plan. Veterans of flexible work arrangements encourage others to be 
firm about protecting time away from the office. They recommend 
developing a clear schedule and communicating that schedule to 
clients and colleagues. Both parties need to stay flexible. A client 
emergency or valuable opportunity may arise and the professional 
who is not on a full-time schedule deserves a chance to respond.
“I  think a flexible work arrangement works best when both 
parties make a real commitment and stick to their commit­
ment. I  think that it is also important to establish a backup 
system. I f  I  have a sick child, I  am still committed to my 
three days and, on the f ir m ’s part, they are committed to my 
two days away from  the office. This is important because 
what you’ll f in d  is that fust this one time’ mentality. You 
f in d  the lines start blurring and I  think that is where part- 
time schedules and women run into a problem.”
Terry Simonds, Officer, Amper, Politziner &  M attia
■ C om m u n ica te  a c c ep ta n ce  o f  these a r ra n g em en ts  w h ile p r o v id in g  
su p p o rt a n d  in fo rm a tion . As professionals attempt to find the
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appropriate work/life balance, they benefit from knowing that 
these options exist and that the firm supports professionals in 
these arrangements. One of the best strategies for firms offering 
flexible work arrangements is to let others in the firm know about 
the options that are available. Many firms maintain a database of 
professionals on flexible work arrangements and provide access to 
sample contracts and schedules. Access to the experiences of oth­
ers is particularly beneficial to firm managers and professionals 
interested in adopting a flexible work arrangement. Difficult issues 
like scheduling and compensation can be more easily addressed 
after learning about how others have resolved these issues.
Communicating the success stories of professionals on flexible 
work arrangements helps to provide support for others on simi­
lar schedules and also enhances the firm’s reputation for respon­
siveness to individual needs for flexible work arrangements.
“My advice would be to centralize communications by 
pu tting  out databases and newsletters that reach people’s 
computers in a one-time hit. The communication contin­
ually reinforces the benefits, rewards, and recognitions. I  
would also advise the use o f repetitive communications. I f  
you p u t your flexible work arrangements in a database 
and people don’t  need it fo r  two years, it’s forgotten 
because i t’s not in fro n t o f them all the time. Use a m ulti- 
media approach fo r  communications. I t  has also been very 
successful fo r  us to have communication from  our chief 
executive officer. ”
Jo A n n  Wittenbach, Partner, Crowe, Chizek and Company, LLP
“A t  our last partner retreat, one o f the topics was work/life 
balance. Now who would have ever discussed that a few  
years ago? I  would like to think that there are now so many 
women working a part-tim e or flex schedule that it  is pos­
sible to be professional and still move up in the ranks. Now, 
i t’s not thought "Oh, she’s just a part-timer. B u t she’s an 
accountant, she’s a partner in training, or she’s a partner. ’
I  think attitudes are changing, but slowly.”
Terry Simonds, Officer, Amper, Politziner &  M attia
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■ F ocus on th e “m ix ” o f  a c t iv i t i e s  u n d er ta k en  w h ile  on  a  flex ib le  work  
a r r a n g em en t .  Most professionals understand that there are cer­
tain expectations that must be met when trying to advance to the 
partnership ranks. The firm will look for professionals who excel 
at client service, market the business well, develop younger staff 
within the firm, and demonstrate the character and leadership 
required of a partner. Professionals working in a flexible work 
arrangement need to keep those expectations in mind as they 
develop their plan for the year.
Too many people on flexible work arrangements focus only on 
getting the job done. Faced with many deadlines and responsi­
bilities and working reduced hours, they often choose to devote 
the majority of their time and energy to getting the “job” done. 
Although serving the client is an important objective, it is only 
one objective for the well-rounded professional hoping to 
advance to partnership.
Women in successful flexible work arrangements do well to have 
their career mix parallel that of others seeking partnership, even 
though their experiences are spread over reduced hours. If 60 
percent of the job is client service, 20 percent marketing, and 20 
percent professional development, then an individual with a 
reduced load should adopt that same mix.
By devoting time to activities other than client service, the pro­
fessional may progress on the road to partnership while enjoying 
the benefits of a reduced schedule.
“One o f the issues I  have is that once a person goes on a flex­
ible work arrangement, there is too much concentration on 
getting the work done and staying on the schedule. They need 
to build in time for special events and conferences, even i f  
that means less time on other things. ”
Gordon Viere, CEO, Larson, Allen Weishair &  Co, LLP
C om pensation  I ssues
Although firms and professionals benefit from flexible work arrangements, 
some issues remain. The following subsections spell out common concerns and 
how firms addressed those concerns.
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Hours Worked Differ From the Plan
Perhaps the greatest worry for firm managers and professionals on a nontradi­
tional schedule is how to adjust compensation in the event that the hours 
worked exceed original expectations.
Practice Solution
A w ell-m anaged firm w ill have systems in place to measure the time worked 
by each professional and w ill have compensation models for that time. 
W hen a professional works hours that differ from the expected hours, the 
firm simply adjusts the compensation. Professionals should not be asked to 
work hours for which they are not compensated simply because they had 
originally agreed to work a reduced num ber of hours. This type of arrange­
m ent leads to frustration and resentm ent that may cause the flexible work 
arrangem ent to fail.
Treatment of Sick, Vacation, and Holiday Pay
One common dilemma faced by firm management concerns how to offer cer­
tain benefits, like sick or vacation pay to professionals on a flexible work 
arrangement. M any times, professionals on a part-time schedule find it diffi­
cult to manage days away from the office which are being used to attend to an 
ill family member rather than for “vacation.”
Practice Solution
One alternative is to elim inate designations for sick, vacation, and holiday pay 
and simply adopt a system of paid time off. Professionals who choose not to 
work on a particular day simply draw on their pool of paid time off. That way, 
the professional doesn’t have to worry about using vacation or her own sick 
days to care for a sick family member or to attend a school event. Using a 
paid time off pool gives professionals flexibility and simplifies recordkeeping 
for the firm.
In 1999, Plante & Moran combined personal days, vacation days, and sick days 
into one paid-tim e-off bank. Staff were offered the opportunity to purchase an 
extra one to two weeks of paid time off at a 20 percent discount. The firm 
reports that feedback from staff was very positive.
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Desire for Pay Over 12 Months
Some professionals considering taking summers off are concerned about the 
lack of a paycheck over the summer months.
Practice Solution
Offer reduced load employees a “teacher’s contract” where they receive their salary 
over 12 months rather than over the compressed time they work during the year.
Challenges Presented by the “Busy Season”
The demands of busy season can be especially stressful for professionals with 
young families as they face the challenges of finding temporary childcare for 
the weekend or other nontraditional work hours.
Practice Solution
At KPMG’s metro-Washington area offices, tax practitioners have access to 
babysitting services on Saturdays during busy season. The firm contracts with 
local babysitting services and provides professionals with up to 25 hours of 
paid coverage at their homes.
The Impact of Scheduling
Although flexible work arrangements are an option at many firms, the major­
ity of men and women in public accounting continue to work traditional full­
time schedules. The relatively high turnover rate in the profession has been 
attributed to the long hours and tight deadlines associated with these schedules. 
Firms looking to reduce turnover and improve the morale of their professional 
staff should be sensitive to scheduling issues. Some firms now use scheduling 
models that allow for individual preferences and special situations while pro­
viding for fair estimates of the requirements and timing of each project.
“One thing that I  think is overlooked is scheduling and project m an­
agement. We found that there is enormous power in scheduling and  
project management that, when done well, can take care o f many o f 
the problems that men and women face in the workforce. We were 
doing a pretty crummy job o f scheduling using the old model where 
you have your client schedules and you plunk people down without
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regard to their issues, problems, daycare, or anything else. The same 
is true for our project management. We were doing some really bad 
project management by not allowing enough time to plan the pro­
jects and not being sensitive to schedules or issues that might impact 
when people might be available to work on them. I  would say that 
there are lots o f glitzy things that you can do but the most powerful 
thing would be to provide that structure within scheduling and pro­
ject management that would allow people to plan their lives with 
more lead t im e ”
H um an resource director
“Suppose there is a class trip coming up and you really w ant to go. 
You should p u t these things in your calendar. Make your personal 
events as important as client meetings. I  equate everything to a new 
client meeting because that is the highest priority here and I  make 
my events as important as that. You will go, you will feel really good 
and a week from  now, a month from  now, two years from  now, you 
won’t  be regretting it. I  think this is key because women always hear, 
‘Could you do this?’ I f  we don’t  say anything a t the time, the resent­
m ent builds and that is what we have to avoid.”
Terry Simonds, Officer, Amper, Politziner &  M attia
Although firms can take a proactive role in managing assignments and offer­
ing flexible work arrangements, it is also important for the professional to 
monitor her own work/life balance and make adjustments as necessary. Since 
so many of the people attracted to the public accounting profession are hard- 
charging, high-energy individuals, it is sometimes difficult for them to reduce 
their hours or turn down attractive assignments in order to avoid burnout.
“The f ir m  can try to manage people’s workloads. We try to make 
sure that certain individuals aren’t  ge tting  a lot more work than  
others and usually those people tend to be high performers. We try 
to keep track o f people’s hours and i f  we see somebody who’s work­
ing ju s t an ungodly number o f hours, we’ll talk to them and try 
to g e t things rescheduled.
I  sometimes think that the problem may also be internal. I f  you’re a 
high performing person, you just don’t  want to give up all the good 
work. You w ant to be on the best assignments and ge t the higher pro-
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file  work. Then, to say, "No, I  want to cut back a bit,’ is hard for peo­
ple to do. In  fact, a couple o f the women I ’ve worked with have said 
that it is easier to leave the profession than to not be viewed as the 
same hard-charging professional that they always were.”
Kathleen Schroeder, Managing Director, R SM  McGladrey
Many public accounting firms have worked with their professionals to help cre­
ate a culture that supports improved work/life balance. The firm may offer spe­
cific flexible work arrangements as well as an environment in which professionals 
are encouraged to keep their professional and personal lives in balance. Many of 
these firms report improvements in staff morale and retention rates in response 
to the change in culture and the promotion of flexible work arrangements.
Practice Perspective
Ernst & Young Flexible Work Arrangements
Many firms recognize the need for flexible work arrangements for 
their professional staff. They know as a firm that they need to show 
“support” for flexible work arrangements, but often struggle with 
how to show that support. Scott Walsh, Associate Director, Ernst 
& Young’s Center for the New Workforce has this suggestion:
“We created a flexible work arrangements database. Part of the 
issue with flexible work arrangements is that we are often doing 
them one at a time. Since it is often related to a personal situa­
tion, a professional may approach her supervisor and work out a 
specific arrangement and then keep that arrangement quiet. We 
decided to make it seem more acceptable by developing a flexi­
ble work arrangements database.
Our goal was to first give people a sense that they weren’t 
alone and to highlight all the people in the firm who were on 
flexible work arrangements. Second, to expedite the process, 
we wanted people to have access to how other arrangements 
had been structured. So many people struggle with issues that 
are complicated, like how to arrange the schedule, how to pay 
people, how many hours to work, how to work out vacation. 
Now if you are in audit and want to go on a three-day a week 
schedule, you could go to the database, find someone, and 
call them up. We include a brief capsule history of the arrange­
ment, why they pursued it, how it was structured, and what the 
issues were. So, [the database] actually put them in touch with 
someone who could share his or her experience with them.
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The last piece of the project was to include a tool set. Basically, 
we have a road map, a step-by-step process for thinking about 
flexible arrangements.
Our database is basically a mechanism for advertising flexible 
work arrangements throughout the firm, expediting the process by 
putting people in touch with people on flexible work arrangements, 
and providing people with a tool kit to do it more expeditiously.”
For more information on Flexible Work Arrangements, see 
AICPA Women and Family Issues Executive Committee and the 
AICPA Management of an Accounting Practice Committee in col­
laboration with Barney Olmsted, Flexible Work Arrangements in 
CPA Firms, AICPA, 1997.
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Practice Development
Over the last 20 years, the way CPAs market their practices has changed dra­
matically. The old approach discouraged active marketing and was based on a 
model that new business came primarily from referrals arising from having 
done a good job for one’s clients. Today, CPAs are not only expected to do a 
good job, they are also expected to actively sell the business. Many firms 
require partner candidates to demonstrate an ability to bring in new business 
before they can be promoted.
Discussions with leading professionals in public accounting suggest two issues 
for women looking to successfully market the business. First, there are still 
some people in the profession who believe that women in general are not good 
at marketing. Second, there are some who still believe that the only way to 
market is to use traditional marketing tools like golf, sports, or attendance at 
chamber of commerce meetings.
Paralleling the tremendous change in the expectations for marketing is a shift 
in the way marketing is done in today’s economy. New methods of marketing 
call for new skills. The traditional model of marketing by CPAs involved men 
playing go lf or going to sporting events after work. Most of these activities did 
not involve women from the firm or from the client. Families were typically 
excluded from these events and the professional often felt the need to take 
time away from the family in order to attend these marketing events.
Professionals with successful marketing skills suggest that times have changed. 
Professional men and women and their clients face many competing demands 
and have only lim ited time to devote to marketing activities. Many of these 
same individuals have a desire to offset the tremendous amount of time and 
energy they devote to their careers by spending as much time as possible on 
nonwork activities or with their families. These time constraints, coupled with 
an increase in the availability and competition of marketing activities, present 
new challenges for marketing, and women are in a position to take advantage 
o f new opportunities.
Recognize and Capitalize on Your Skill Set
Women have many characteristics that give them a natural advantage in sales. 
Women sometimes overlook these natural advantages and let lack of confi­
dence undermine their marketing efforts. To effectively sell services, the CPA 
needs technical expertise, excellent communication skills, and an ability to
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establish and maintain good relationships. The characteristics normally associat­
ed with women are well aligned with the skills required for practice development.
Deb Kissire, a partner at Ernst & Young, once asked women at a firm confer­
ence to list the characteristics normally associated with women and then to list 
the characteristics that are associated with a successful marketing effort. As she 
expected, the audience quickly identified that women have what it takes to sell 
the business, but they lack the belief in those skills. Discussions with other 
women who have successfully marketed their services suggest that the 
strengths that women CPAs typically bring to the marketing effort are that 
they are:
■ Good listeners
■ W illing team members
■ Natural relationship builders
■ Effective problem solvers
Many women also benefit their clients because they:
■ Typically look for points of consensus.
■ Enjoy getting to know people on a personal level.
■ Put themselves aside for the good of others.
■ M ay be less interested in one-up-manship and more interested in 
a cooperative solution.
“Women tend to be very observant. They notice the little things; they 
can detect body language. ”
Melisa Denis, Partner, KPM G LLP
Establish Your Expertise and Project
the Right Image
Many successful CPAs believe that the key to selling services is a record of tech­
nical expertise and outstanding service to clients. CPAs that have developed a 
niche and possess specialized technical skills have an advantage in practice devel­
opment. By capitalizing on relationships and earning referrals from existing 
clients, these professionals leverage their experiences into new opportunities.
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“Build a niche! A s an example, let’s say there is a woman partner 
who makes partner in p a r t because she’s very sm art in  a particu­
lar area. She learned everything she could about this area. 
Businesspeople know when she speaks that she clearly understands 
the area. Given her passion fo r  that area, the f ir m  has found  ways 
to support her passion. Our fir m  is sm art enough to make the most 
o f that situation. ”
Alfonse Mattia, Senior Partner, Amper, Politziner &  M attia
In addition to gaining expertise, it ’s important to project the right image. 
M any women CPAs believe that they have an advantage in marketing efforts 
because the potential client will usually remember the woman who made a 
proposal because she is one of the few women seen by the prospective client. 
W ith that in mind, the same professionals suggest that younger women 
remember to project the image of a seasoned professional. Unfortunately, how 
the female professional dresses is still important. Although the days of dress­
ing like a man may be past, many female partners encourage their younger col­
leagues to dress more formally than is required. They recommend that women 
exercise caution on casual dress days, wearing more conservative clothes and 
low heels. Some suggest that jackets are more appropriate for professional 
women than sweater sets and that a conservative, yet distinctive piece of jew ­
elry suits the professional well. Many experienced professionals believe that 
successful women model their dress after the people one level above them.
Develop and Maintain Relationships
Bringing in new business as a CPA depends in great part on the ability to 
develop and maintain relationships. Although it is essential to nurture the rela­
tionship with existing clients, CPAs must also make an effort to establish new 
relationships.
The following are tips from successful women:
■ Get to know the women executives at the business. Women in 
industry are often neglected. Although a lunch or dinner may be 
appropriate, consider inviting your potential contacts to special 
events like the theatre, concert, or even a day spa. Many firms sup­
port the use of marketing budgets on these nontraditional activities.
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■ M eet with the CEO and get to know the business. Learning 
what you can about the business helps the professional identify 
opportunities for service and new business. These contacts may 
take time to develop, so show patience. These relationships may 
result in referrals even if the CEO is not in a position to use the 
professional’s services right away.
“I f  you like the client, be interested in them. Go to lunch with the 
CEO. Don’t  worry about what you are going to talk about. Just say, 
cSo, how’s business going?’ and then listen. The client will talk to you. ”
Wanda Lorenz, Partner, Lane Gorman Trubitt
“Developing business is about developing relationships. People a t the 
top o f organizations are often lonely. They don’t  have a lot o f people 
to talk to about what is going on within their particular industry 
or with particular clients. They run a business. What seems to work 
fo r  me are two things. First, I  know my industry very well, and I  
g a in  accessibility but I  don’t  take advantage o f it. Second, I  also go t 
to know people’s assistants and was very nice to them.”
Susan Pucker, former National Director o f Risk and  
Advisory Services, K PMG LLP
Identify New Opportunities
Young professionals have access to a large number o f marketing opportunities. 
As m ight be expected, what works for some professionals may be unsuccessful 
for others. The key to prospecting for new business is to focus on activities and 
organizations in which the professional has a genuine interest. That way, there 
is no resentment about the need to attend the meeting or event, and the pro­
fessional can focus her energy on making the most o f the opportunity.
Join Organizations
Women CPAs should consider participating in the following:
■ Women’s organizations (Some women have found success in 
targeting their marketing efforts to wom en’s organizations.
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Joining groups that are comprised primarily of women gives the 
female CPA access to a traditionally underserved clientele.)
■ Chamber of Commerce and other business organizations
■ Local bar association or other professional organizations
■ Charitable or condo boards
CPAs need to use networking opportunities wisely. Time is precious and 
there are more opportunities to network than anyone can reasonably con­
sider. Professionals need to prioritize where they should spend their time 
and then make the most o f that networking opportunity. Professionals avoid 
resentm ent by scheduling events around their own schedules and prefer­
ences. M any professional organizations w ill offer breakfast m eetings or 
lunch gatherings to accommodate the busy schedules o f their members. 
Other groups, like charities, may offer opportunities for the professional to 
attend events on the weekends or may even sponsor events that involve fam ­
ily members. Given the w ide variety of activities sponsored by organizations, 
it is possible for every CPA to find events that fit into their schedule and 
work/life preferences.
“You need to f in d  areas that you enjoy and  then be w illing to 
stretch beyond your comfort zone. D on’t  sit w ith buddies a t  these 
events. A s  a goal, you should try to meet and  follow up with two 
new people each tim e you attend one o f these events. You can have 
prospects in  m in d  and  contact them before the event to see i f  they 
will be attending. M ake sure you connect with them once you 
arrive a t the event. ”
Genevia Gee Fulbright, CPA, VP and Marketing Director, 
Fulbright &  Fulbright, CPA, PA
“Suppose in the local bar association, there is a women’s chapter. 
Tell them, 'I  am  happy to come and speak to your organization 
on any topic having to do with accounting or business valuation.’ 
I  am  not threatening to them, they are not a threatening a u d i­
ence to me, and  inevitably there will be a client there. I  think that 
women can bring in business but their marketing strategy may 
have to be a little bit different than the m en’s to really g e t the most 
bang fo r  the buck.”
Terry Simonds, Officer, Amper, Politziner &  M attia
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U se Firm Resources Effectively
M any firms have developed training programs for professionals interested in 
improving their practice development skills. Women should consider attending 
these specialized training programs and also participating in firm sponsored 
events that promote networking and practice development.
Practice Perspective
PricewaterhouseCoopers Women’s Networking Circle
At PricewaterhouseCoopers, female senior managers are invited 
to join a women’s networking circle. This networking opportunity 
allows for peer mentoring as well as a chance for two partners to 
meet regularly with the networking group. Feedback from the cir­
cles has suggested that many senior managers would like to 
learn more about effective practice development. Responding to 
this need, the firm is now working with members of its sales force 
to develop a webcast for the women’s networking circles. The 
webcast will help these professionals improve their sales skills. 
The firm is also organizing events with local business leaders so 
that these women can network in a setting that is also conducive 
to successful practice development.
Take Rejection in Stride
Perhaps the hardest part of executing a marketing plan is hearing no  after all 
your hard work. M any times, an initial rejection simply sows the seeds for a 
client relationship that will blossom in the future. In order to the make the 
most of a proposal that was rejected, try to take the rejection in stride. Even if 
the proposal didn’t work out, consider sending a note of thanks.
“I ’m  not a fra id  to ask fo r  business. When it  doesn’t  work out, I  
always say, 'I  don’t  believe in  no’s, I  believe in rain-outs.’ I  
always say, 'I  am  sorry that i t  d id n ’t  work out, bu t you know 
where to f in d  me and  I  would love to have the opportunity to 
work with you again someday.’ Opening that door after you g e t  
a  no  is an  im portant p a r t o f the sales process.”
Deborah Lamport, Partner, Johnson, Lampert &  Co.
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Practice Perspective
Ernst & Young Marketing Program
Many successful women in public accounting credit their success 
to an opportunity that arose because they saw a problem and pro­
posed an effective solution. Deborah Kissire was attending an 
Ernst & Young women’s forum meeting when she asked her 
female colleagues for a show of hands regarding the gender 
advantages for men and women in marketing the practice. Debbie 
quickly realized that her female colleagues had the sales skills, 
but lacked the confidence to recognize their sales advantages 
and capitalize on them. She thought about the problem, devel­
oped a solution, and took her idea to her area managing partner. 
Soon, Debbie was on her way to developing a training session for 
the firm that helps women achieve sales success. The program is 
a popular one for female professionals at Ernst & Young. Debbie’s 
program encourages women to use their natural sales skill advan­
tages (listening skills, communication, and relationship building) 
to develop successful marketing practices.
She also encourages women to spend time on marketing activi­
ties. Too many women focus exclusively on getting the job done 
without realizing the importance of practice development to their 
career advancement.
Debbie encourages all professionals to follow their passions. 
Debbie’s own passion for practice development led her to 
develop this highly successful program for her firm, earning her 
the respect of her female colleagues and recognition by firm 
leadership. She now serves as an Area Managing Partner for 
Ernst & Young.
Practice Perspective
Charity Tournaments—An Easy Way to
Do the Golf “Thing”
Deborah Lampert, who lives and works in North Carolina, loves 
golf and doesn’t hesitate to take clients and colleagues out for an 
afternoon on the links. She also realizes that golf can seem intim­
idating to many women. She has the following advice for a female 
CPA who has an interest in using golf as a tool in her marketing 
plan. First, develop some basic golf skills by attending a golf 
school or taking some lessons. Once you feel comfortable with
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your game, consider inviting your clients to a charity golf tourna­
ment. Typically, these tournaments are more low-key, involving 
golfers of all abilities. Many times, the tournament features a “best 
ball” format in which each golfer in the foursome plays from the 
best last shot in the group. This type of format benefits beginning 
golfers who would have a difficult time playing with a more 
advanced golfer.
Charity tournaments provide additional advantages. They offer a 
chance to play in a fun setting for a good cause. They provide vis­
ibility for the CPA in the local area. They also allow the female 
CPA to easily handle the potentially awkward problem of paying 
for a round of golf since the fees for the golf and meals may be 
paid in advance. Charity golf events provide an opportunity for 
networking and marketing in a relaxed outdoor setting. No won­
der golf is popular with CPAs!
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Networking, Leadership Development, and the Path to Partnership
Sometim es, hard work just isn ’t enough. Thinking that all they need to do 
is service their clients well and bring in new business, many CPAs devote 
almost all o f their time and energy to these two activities. Advancing to the 
partnership level, however, is only possible if  the CPA’s performance is well 
known, her leadership skills are recognized and valued, and she possesses 
the intangib les that are necessary to succeed at the next level. Women at the 
top o f their firms caution younger professionals not to focus exclusively on 
getting  the job done. H aving access to the righ t networking and leadership 
development opportunities is crucial for any professional w ith her eye on 
the corner office.
M any firms have recognized the value o f providing networking and leader­
ship developm ent for high potential professionals and developed programs 
in these areas. These programs often target women who have had lim ited 
access to networking opportunities and were often overlooked when the 
firm identified candidates for leadership development. M any firms facilitate 
networks for women w ithin their firms and support external networking 
activities for their wom en in the marketplace. A lthough some firms have 
increased the num ber o f wom en invited to leadership sessions, others have 
created separate leadership programs tailored specifically to women. These 
program s address the crucial need to give the female professional “what it 
takes” to succeed.
Networking
Internal
M any professionals at smaller CPA firms benefit from internal networking 
o f wom en in their firms, especially if  the numbers o f female professionals 
are small. H aving an inform al or formal network o f female professionals 
w ith in  the firm provides support for women who feel isolated. Women try ­
ing  to jugg le  m ultip le responsibilities or facing new challenges also benefit 
from the support and advice o f other wom en who have experience w ith the 
same issues.
Firms can facilitate the creation of networks by engaging women to form the 
network, assisting with the communication by women in the network and pro­
viding opportunities for the women to meet regularly.
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“One o f the things we’ve done that has been enormously helpful is 
to set up women’s groups in each o f our offices. We tie them togeth­
er with monthly communieations. That way, they know who to con­
tact i f  they w ant to ask. We are trying to focus women externally, 
allowing them to learn practice development and networking. 
They learn the skills that make them valuable to the organization. 
Rather than using the internal groups to commiserate, they focus 
on being positive, developing solutions, ga in ing  confidence to speak 
up, and learning how to be active participants in meetings. 
Women are really quite natural a t that i f  given the opportunity.”
JoAnn Wittenbach, Portner, Crowe, Chizek and Company, LLP
“We had a major initiative around internal networking. Going back 
to 1995, about 6 percent o f our partners were women. So, in many 
eases, there were offices in which women had never met a woman 
partner, had never worked for a woman partner. So, we started to cre­
ate a series o f women’s forums in which an area would feature dif­
ferent subjects. We had panels on topics like ‘becoming a partner.’ We 
would feature talented women and pu t them on a panel. I t  might be 
about sales or work/life balance, but basically it was putting role 
models in front o f these other women for the first time.
We (professionals from  the Center fo r  the New Workforce) helped 
coordinate them. We helped them f in d  the right speakers and deter­
mine what the fo rm a t should be and who they should invite.
These forum s serve a number o f purposes. First, they bring women 
together. Second, it is a pretty powerful demonstration o f the area 
leadership commitment. ”
Scott Walsh, Associate Director, Ernst &  Young
Practice Perspective
KPMG Work Environment Initiative
Another example of an effective internal network is the Work 
Environment Initiative (WEI) at KPMG. This program creates a local 
action council, which meets to discuss issues of importance to profes­
sionals in the local area. Originally created to respond to the challenges 
of a tight job market, the program now provides numerous benefits 
to professionals. One of the pilot programs of the WEI, which has been 
particularly beneficial for women is the Women’s Networking Group.
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“Clearly, one o f the issues fo r  women is a lack o f positive 
role models. The Women’s Networking Group, inspired by 
the WEI, gives women a chance to meet other women, talk 
over issues and give suggestions. The fir m  has responded to 
many o f the issues and helped improve the environment for  
women a t the firm . ”
R ita  Meouchy, Senior Manager, International Executive Services, 
KPMG LLP and past President o f the
American Women’s Society o f CPAs
External
Firms must also recognize the value of external networking opportunities for 
women. In addition to the networking done by each individual woman, the firm can 
enhance the exposure of its female professionals by providing their names when 
asked to identify volunteers, resources, contacts, or profiles for publication. Firms 
may also help women codevelop conferences or presentations with clients or orga­
nizations. Cosponsorship of events is an ideal way for the firm to gain exposure for 
its female professionals. These events provide a networking opportunity for women 
at the firm and will often pay dividends from a marketing perspective as well.
“We have been trying to g e t women to codevelop events with clients. 
The goal is to g e t a group o f partners f a ce-to-face with other senior 
women in the business community. I f  we do a better job o f making  
use o f the women in the firm , it is better fo r business long term .”
Scott Walsh, Associate Director, Ernst &  Young
Practice Perspective
Grant Thornton Celebrate! Program
Grant Thornton has a creative way to promote external network­
ing by its professional staff while also reaching out to underserved 
business owners. The firm’s Celebrate! Program provides an 
opportunity for the firm to both recognize the contributions and 
successes of women business owners and network with these 
individuals. For example, the firm’s Detroit office cosponsors an 
annual Executive Woman of the Year award program with a local 
bank and law firm. Each year, the recipient of the award is recog­
nized for demonstrated business, civic, or charitable success, 
accomplished while achieving balance in her personal and work
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lives. The firm solicits nominations which are reviewed by a panel 
of distinguished professional women. The winner and five finalists 
are honored at an awards ceremony with the proceeds going to a 
local charity. Everyone benefits from this program, which provides 
an opportunity for recognition, networking and charitable giving.
Leadership Development—Leveraging
Networking for Women
Firms that realize how networking provides support and creates opportunities 
for women in public accounting firms also recognize that leadership develop­
ment programs take the power of networking to the next level. By exposing 
women to positive role models and firm leadership, the firm leverages the basic 
networking concept for its female talent.
In a leadership development program, high potential women are often paired 
with a senior mentor and invited to conferences and presentations directed at 
this top talent group. Participation in these select events gives women a chance 
to watch and learn from more experienced professionals, meet with and share 
experiences with other leading women in the firm, and gain exposure to clients 
and new firm initiatives.
Formal Programs
Many firms have implemented formal leadership development programs as part of 
their strategic plan. These programs identify high potential people and provide 
them with a chance to gain exposure to firm leadership, top clients, and out­
standing talent from other professions. Prior to the adoption of initiatives 
designed to help women advance within their firms, firms conducted leadership 
development programs that included mostly male professionals. Firms interested 
in increasing the number of women participating in these programs examined 
how the invitations were issued and realized that, in many cases, despite the exis­
tence of talented women in the firm, male partners were most comfortable rec­
ommending male professionals for these programs. These same firms, at the direc­
tion of firm management and their human resource directors, made an effort to 
identify talented female professionals for inclusion in leadership programs.
A few firms designed separate leadership programs for their female top talent. 
These programs often combine leadership development with networking for
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talented female professionals. The goal of these women-only leadership con­
ferences is to provide high potential women with access to firm leadership, 
exposure to high caliber speakers and training, and the opportunity to meet 
and develop relationships with other talented women in the firm.
“One o f the biggest benefits o f our women’s P L A N  (partnership, 
leadership, alliance, and network) has been that i t  has made 
women more visible. Senior level women are placed in mentoring 
relationships with members o f the f i r m ’s executive board which has 
given women more confidence. ”
Beth A . Brooke, ViceChair, Strategy, Branding and Communications,
Ernst &  Young, LLP
Practice Perspective
Ernst & Young Women’s Conference
Ernst & Young expanded on the concept of its local/regional 
women’s forums when it developed its Women’s Partners 
Conference. The initial leadership conference was held in 1995 in 
a small meeting room that could accommodate the fewer than 100 
women partners at the firm. The early conferences were designed 
to help develop a sense of community among the woman partners. 
After a few years, the firm began to invite members of the firm’s 
management committee to meet with the women partners to dis­
cuss issues of interest. The conferences considered a wide range 
of issues including marketing, client service, work/life balance, and 
advancement. The events always included opportunities for the 
participants to network with other professionals and the presen­
ters. Over the eight years the conference has been in existence, 
the scope of the event and number of attendees has expanded.
Practice Perspective
McGladrey & Pullen Women’s
Leadership Conference
For the past several years, the firm of McGladrey & Pullen and 
RSM McGladrey has hosted a leadership conference for women. 
The idea for a large conference originated with one of the firm’s 
networking committees. Looking for an opportunity to bring 
together women who were at least at the senior manager ranks, 
the networking committee worked with representatives from the
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firm’s human resources group to develop a women’s leadership 
conference. At the initial conference, the firm’s CEO kicked off the 
event, presenting the business case for women’s advancement 
and emphasizing the importance of the participants to the firm.
The 2002 conference featured several breakout sessions on 
career advancement, style differences between men and women, 
and work/life integration. A major component of each conference 
has been the opportunity for senior women in the firm to network 
with each other.
Practice Perspective
Deloitte & Touche Leadership Training
Deloitte & Touche sponsors two leadership sessions for women 
each year at Simmons College in Boston. During the one week 
session, women partners and directors meet with Simmons facul­
ty, receive training, participate in a variety of case studies, and 
enjoy many beneficial networking opportunities. One particularly 
successful part of the program is a session on negotiation which 
is offered by Professor Deborah Kolb of Simmons College. 
Professor Kolb helps these successful women become more 
comfortable with the art of negotiation, encouraging them to use 
their new skills to move their career in the direction they desire. 
The women also work with professional coaches, undergo a 360- 
degree feedback session and complete a module on profession­
al presence which includes a discussion of entering a room, 
developing rapport, and making effective presentations.
Setting Goals for Leadership
M any firms and organizations have been frustrated with the relatively slow rate 
at which women have assumed positions of leadership. At the AICPA, the 
Work/Life and Women’s Initiatives Executive Committee has worked with the 
staff and leadership o f the Institute to identify candidates for new committee 
assignments and in other volunteer leadership opportunities. Some public 
accounting firms are also looking at the issue from the perspective of succes­
sion planning. M any of the leadership roles in firms today are held by the peo­
ple who represented the majority of hires 30 years ago. As firms begin to con­
sider how to replace those leaders, they often consider ways to encourage new
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talent to move to leadership positions. Some firms are choosing to include a 
wider diversity o f professionals in their candidate list while other firms have 
taken a more aggressive approach of setting goals for the inclusion of women 
and people of color in firm leadership.
Practice Perspective
Deloitte & Touche Vision 2005
When it developed its original Women’s Initiative in 1993, Deloitte 
& Touche set many goals regarding the recruitment, retention, 
and advancement of women. In the year 2000, the firm undertook 
a study of the progress made. Following this study, Deloitte & 
Touche concluded there was more work to be done and formu­
lated its Vision 2005 program.
Under the program, the firm now takes a more comprehensive 
approach to the issue of succession planning. When decisions 
about client assignments, partnership, or firm leadership are con­
sidered, the decision makers discuss whether there are women 
and people of color in the candidate pool. The firm’s new stated 
goal is to have the percentage of women and people of color in the 
firm partnership and leadership ranks approximate the percentage 
those same groups represent within the firm by the year 2005.
“In  my own f ir m  we realize that there are plenty o f  women now 
with enough experience and  that i t  is our responsibility to chal­
lenge them to move forw ard  into leadership positions. We need to 
do a better job o f identifying candidates and  mentoring them. 
We have to start by looking a t major engagements and  thinking  
about the years ahead. A l l  o f us need to be better long-term p lan ­
ners. We need to look a t our talented women and  move them into 
leadership positions.
A t  the Institute, we also need to track the demographics o f our 
membership. We have the talent in the pool o f volunteers, but we 
need to f in d  ways to g e t women and people o f color to be more active 
in  the Institute. We have a responsibility to push people who could 
be good leaders to g e t them involved. I f  we know a woman who 
would be a good leader, we should be asking her i f  she would be will­
ing to take on the leadership challenge."
William Ezzell, Partner, Deloitte &  Touche, LLP and  
Chairman o f the A IC P A  Board o f Directors
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Informal Activities
It’s not necessary for a firm to wait until women have been identified as “high 
potential” in order to begin leadership development activities. M any activities 
begin informally when the young CPA is in the early phase of her career. 
Younger professionals benefit from the chance to accompany a partner on a 
visit to the client, sit in on a proposal presentation, or join senior colleagues at 
a social function. These invitations provide an opportunity to observe how sea­
soned professionals act in certain situations.
Firms must recognize the value of these activities in the young professional’s 
development and make an effort to ensure that young female professionals 
receive invitations similar to those offered to their male colleagues.
At the same time, female professionals must seek out opportunities to gain 
exposure to new experiences and new contacts. Although many traditional 
activities like conferences and proposals provide valuable experiences, trying 
something out of the ordinary sometimes provides an unexpected benefit.
“I  was once on a steering committee fo r  a regional senior m an­
agers meeting. They were dividing up the responsibilities such as 
who was going to f in d  the m ain speaker, who was going to do the 
session— and they needed someone to be in charge o f the g o lf  outing.
A t  that point, I  wasn’t  a good golfer a t all. I  volunteered to be in  
charge o f the g o lf outing. I t  not only differentiated me, from  a 
m an’s standpoint— ‘Well, here’s a woman who’s willing to do 
something that’s not quite what I  expected’— but it  was also fu n . I  
g o t to meet all sorts o f people from  different offices in p lanning the 
outing and getting  the foursomes set. Opportunities like that—you 
never know where they are going to lead.”
Deborah Lampert, Partner, Johnson, Lampert &  Co.
The Path to Partnership—What Does It Take?
The right exposure to role models and leadership training makes advancing to 
the rank of partner much easier. But, what does it take to make partner at a 
public accounting firm? Is the record necessary to earn promotion to partner 
clearly identified for partner candidates or is the promotion process a “black
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box”? Discussions with managing partners at several firms shed some light on 
the skills that most firms seek in their partner candidates:
■ Ability to deliver outstanding client service
■ Recognized technical expertise
■ Strong marketing skills
■ Desire and ability to develop staff
■ Good citizenship
Those professionals striving for the partnership ranks benefit from developing 
a plan to meet their goals. Although they may be aware of a tangible list o f cri­
teria to make partner, they may have a more difficult time understanding the 
intangibles that lead to partnership or the characteristics that may impede their 
progress to partnership. The following positive intangibles are often associat­
ed with top talent in firms:
■ Value. Having mastered technical skills, the CPA becomes the 
“go-to” person for key information and support in the firm. She 
is recognized for her reliability and innovation.
■ Visibility. The professional on the partner track volunteers for 
visible assignments and participates in the key civic activities of 
the firm.
■ Focus. Understanding the progression to partner, she sets targets 
for when she w ill reach each level or accomplish each objective.
She also identifies the stretch assignments that will take her to 
the next level.
■ Passion. A professional aspiring to partnership must exhibit a pas­
sion for her work and the profession. Beyond a simple w illing­
ness to work hard, she must possess enthusiasm and the positive 
attitude that suggest that she really loves what she does and 
enjoys working with others who share her passion.
Negative characteristics and behaviors that may hurt a professional’s progress 
include:
■ S elf-cen tered n ess . The professional with this attitude has difficul­
ty working with others and fails to develop and implement the 
objectives of the firm.
■ P oor s o c ia l skills. A professional’s failure to develop strong social 
skills negatively affects relationships with colleagues and clients.
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An accountant who lacks social skills may also experience difficulty 
in practice development situations, further eroding senior m em ­
bers’ confidence in her ability to develop and retain new clients.
■ U nw illin gn ess  to a ssum e p e r s o n a l respon sib ility . Accountants who 
place blame on others or the firm when things do not go well are 
often viewed poorly by senior colleagues.
“You need to know what it  takes to g e t to the next level. You must 
understand the core competencies and specific framework. You not 
only need to be able to perform client service, but also marketing 
and professional development. You also need to know how to m an­
age and lead people.”
Beth Tabor, Partner, Cherry, Bekaert &  Holland, LLP
“I  am  really goal driven. I  p u t the date down that I  was going to 
be a principal and  that’s the date that I  became one. I  worked to 
that goal.”
A n ita  Baker, Principal, Larson, Allen Weishair &  Co.
“Consider what makes the fir m  successful and show your under­
standing o f that as you go from  s ta ff to manager.”
Dr. H ubert Glover, CPA, President, RED E In c.
“Get to know people in the loop. Understand who they are and  
what projects they are on. Then, g e t exposure to those people and  
projects.”
Genevia Gee Fulbright, CPA, VP and Marketing Director, 
Fulbright &  Fulbright, CPA, PA
“I  think one issue is that women need to take charge o f their careers. 
I  think women are less active about managing their careers. So, 
they need to be clear in  terms o f what i t  is they w ant and be active 
to g e t it. I  think that the firm  must also be receptive and respond 
to that. ”
Scott Walsh, Associate Director, Ernst &  Young
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Practice Perspective
PricewaterhouseCoopers Partner Admission
Despite the fact that young professionals know that the career path 
in public accounting leads to partnership, many do not understand 
exactly how the process works or what expectations are in place.
Information coming from the partner/senior manager mentoring 
program at PricewaterhouseCoopers suggested that women 
senior managers wanted more information about the partner 
admissions process. The firm responded by developing a web­
cast on the process that included a discussion of the process and 
a clarification of the expectations. Part two of the webcast is now 
under development with a focus on the details of process includ­
ing how to assemble the partnership admission materials and pre­
pare for the interview. These new webcasts are just one tangible 
benefit of the firm’s mentoring program.
Alternative Paths to Partnership
The career path to partnership is often inconsistent with the demands of rais­
ing a family or conflicts with other obligations of the young professionals. 
Today, many firms are w illing to allow professionals to design alternative career 
paths. The traditional “up or out” model embraced by large public account­
ing firms has been replaced at many firms with a more flexible model.
For the professional considering the pursuit of an alternative career path, the 
most im portant question to resolve is whether that path leads to partnership 
and whether the professional desires partnership. M any firms now allow pro­
fessionals who do not wish to advance to partner ranks to work in m anage­
ment positions for the long term. Some of these professionals remain in 
these positions until they are ready to resume advancement to partnership 
on a regular track.
M any firms now permit professionals on flexible work arrangements to 
advance toward partnership. Typically, the CPA working on a reduced sched­
ule finds that she can advance to partner, but at a slower rate than her col­
leagues working full-time schedules.
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“Firms are no longer up and out. Some people will choose to have 
positions where they don’t  have to travel or where they can control 
the hours.”
Gordon Viere, CEO, Larson, Allen Weishair &  Co, LLP
“I  had my daughter three years ago. Now I  work full-tim e from  
January to A pril and take Fridays o ff from  May thru December.”
K athleen Schroeder, Managing Director, R S M  McGladrey
“A t  our firm , we have a very clear criterion; you cannot be pro­
moted unless you have exhibited that you can develop staff. Can  
you do that as a part-tim e person? That was always one o f the hur­
dles, and we’ve proven that you can and very successfully. Some 
wonder, 'Is there an impact fo r  trying something different?’ N o !’ 
Our firm  will p u t a net under you fo r  a period o f time. A nd , i f  
you are going to be better off, we’re going to be better off, so we’ll 
let you try it.”
Leslie Murphy, M anaging Partner-Client Services, Plante &  Moran, PLLC
Moving Beyond Partner—What Does It Take?
Several o f the women interviewed for this project serve as an office m anaging 
partner, an area or regional managing partner, or a practice director. M any 
commented that when they began their career, they thought the final “goal” 
was to become a partner. But, upon reaching the partnership ranks, they real­
ized that there were additional opportunities for advancement into the ranks 
o f firm management. These women, some of the first to serve in practice 
m anagement at their firms, were asked to identify what it takes to succeed as 
a firm leader.
■ E ffe c t iv e  c om m u n ica t io n .  Professionals serving on the firm m an­
agement team must communicate with colleagues, clients, and 
staff and with a variety of people outside of the organization.
Oral and written communication skills are essential.
■ A bility to sell. One of the primary responsibilities of a leader in 
the firm is to develop consensus on the firm’s strategic initiatives
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and to sell her ideas to others in the firm. The strong sales skills 
that helped the professional earn promotion to partner are 
tapped in new ways in the role as firm leader.
■ D esire a n d  a b ili ty  to lea d . Candidates for firm management posi­
tions demonstrate leadership skills. W ith a history of “taking 
charge,” whether on the playing field, in extracurricular activi­
ties, or within the engagement team, they have experience with 
leadership in a variety o f arenas. Not only do they lead well, they 
enjoy being a leader. Leaders also have a high “emotional IQ ,” 
understanding how people feel and what motivates them.
■ P a tien ce . Perhaps one of the more difficult adjustments for the 
CPA used to a fast-paced career, responding to tight deadlines, 
and pushing staff to respond quickly to client issues and prob­
lems, is developing an ability to have the patience required o f a 
firm leader. Change is slow in many organizations and having a 
willingness to be patient in the face of frustration is an important 
attribute for the partner-in-charge. Difficult personnel issues and 
complex client problems require professionals in firm manage­
ment to be patient as they work with the people involved to find 
a solution.
■ T echn ica l com p e ten ce . Most often, candidates for the position of 
partner-in-charge are known for their technical competence in a 
particular field. Having demonstrated an ability to handle chal­
lenging issues and resolve difficult problems, they have earned 
the confidence and trust of their colleagues and clients.
■ Passion  f o r  l i f e lo n g  le a rn in g .  Professionals w ith experience in 
firm management positions agree that public accounting is a 
profession that is always changing. Those individuals with an 
interest in moving into the ranks of firm management are well 
served to maintain their passion for lifelong learning. Keeping 
abreast of new issues, trends, and developments is just one 
aspect o f being a good firm leader. M any experienced leaders 
suggest that their love for learning helps to keep their careers 
interesting while allowing them an opportunity for personal and 
professional growth.
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Practice Perspective
New Female Chair at Deloitte & Touche
In February 2003, Deloitte & Touche became the first major pub­
lic accounting firm to name a woman as Chair of the firm ’s US 
Board of Directors. In her role as Chair, Sharon L. Allen will lead 
the firm’s governance process, serve as the US representative 
on the firm ’s Global Governance Committee and will oversee 
relationships with a number of major multinational clients. Prior to 
her election as Chair, she was the firm’s Regional Managing 
Partner in the Pacific Southwest and also served on the firm ’s 
Board of Directors.
“I  practice the 24-hour rule. I f  I  am  really mad, I  don’t  say any­
thing fo r  24 hours. A  good m anaging partner needs patience, plus 
a lot o f information and good communication skills.”
Wanda Lorenz, Partner, Lane Gorman Trubitt
“I  would recommend that women figure what they really like to 
do and what role they would like in the firm . There are big d if­
ferences between becoming a successful practice partner and the 
partner in  charge o f an office. Once you g e t to know people in  d if­
ferent roles a t your f ir m  and you f in d  out what you really like to 
do, then g e t advice from  those people in  terms o f what it  takes to 
move into those roles.”
Krista Kaland, Director o f Assurance Services, Clifton Gunderson, LLP
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For many years, public accountants relied on a system of performance evalua­
tions as the primary way to provide feedback to professional staff. Using a sys­
tem of assigned scores and brief comments, the evaluation forms provided 
“objective” information about the progression of the staff. In this system, the 
professional received an annual performance report which was developed from 
the forms completed by each of her managers and supervisors that year.
“There are some things that a regular performance evaluation 
can’t  capture. We realized that we needed to have a way to talk 
about professional and personal goals.”
William Fingland, M anaging Partner, Baird, K urtz  &  Dodson, LLP
Firms also recognized that gender differences in communication presented 
problems for firms that were interested in helping women advance to senior 
positions. Less experienced CPAs receive constant feedback from the senior 
staff and managers on their engagements. This informal feedback is given on 
a regular basis, often by people who have not been “trained” on delivering 
feedback but instead rely on their own experiences on the receiving end of 
such information. Cultural norms—establishing expectations that managers 
w ill be demanding, evaluations will be tough, feedback will be direct, and suf­
fering is not uncommon—also cause problems for women in the profession.
Today’s female professionals are often working with men who were products 
of a generation in which many women did not work and the professionals in 
the field were male. The lack of gender-neutral language and an expectation 
that women were not going to stay in the profession very long may have also 
contributed to a problem for firms providing feedback to the female profes­
sionals they were hoping to retain.
“When a young m an in the f ir m  screws up, the partner talks to 
him  and says 'Do it  this way’. The next day, he’s learned from  the 
experience and i t ’s no big deal to him. Male partners are often 
afraid to give women the same kind o f feedback. They aren’t  com­
fortable. Women also like to stew over the incident. They still w ant 
to talk about it  long after it  has happened. Inform al mentors show 
an interest in  women and help them interpret the feedback.”
Deborah Kissire, Area M anaging Partner, Ernst &  Young
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Finally, many women lacked the opportunity to participate in assignments that 
were viewed as essential for promotion to the next level. Concerns about the 
way that assignments were made and how the candidate pool for attractive 
assignments was developed also prompted firm management to reconsider 
how these systems operated. Were there more effective ways to identify high 
potential people? Were there ways to ensure that all professionals gained access 
to stretch assignments?
“Women are too w illing to accept mediocre assignments. They 
ask, cIs this a job I  can do?' Men, on the other hand, look a t  
assignments fro m  a competitive po in t o f  view. They compete to 
g e t the best assignments.”
Cindy Echols, A u d it Manager, Epstein, Weber &  Conover and past president, 
American Women’s Society o f CPAs
Partners in leadership positions in many firms, often the beneficiaries of help­
ful mentoring themselves, concluded that improved mentoring m ight be an 
effective way to address shortcomings in the evaluation, feedback, and assign­
ment systems in their organizations. M uch has been written in recent years on 
the value of mentoring to individual professionals.5 Clearly, individuals benefit 
from mentoring opportunities. M any firms realized, however, that mentoring 
also provides benefits to the firm. The compelling business case for mentoring 
programs is that mentoring programs help firms improve the systems that 
underlie the retention and development of top talent.
Mentoring Over the Career
Mentors play an important role throughout the career of the CPA. At each 
critical phase of her career, the CPA can rely on an effective mentor to provide 
valuable advice. Although each person may seek to establish her own m entor­
ing relationships, many firms have implemented formal mentoring programs 
to facilitate the development of these relationships.
5 See Mentoring: A  Guide to Corporate Programs and Practices, Catalyst, 1993; Creating 
Women’s Networks, Catalyst, Jossey Bass Publishers, 1999; “Moving Up Through 
Mentoring,” Shimon-Craig Van Collie, Workforce, March 1998, v. 77, n3, p. 36; “Breaking 
the Glass Ceiling from Above,” Accounting Today, August 11, 1997, v. 11, n l4 , p. 18; and, 
“AWSCPA Finds Mentors Shape Careers,” Accounting Today, March 1, 1993, v. 7, n5, p. 5.
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“I  would say, i f  there is someone who seems to take a special inter­
est in  you, male or female, that you think could help you in your 
career, try to seek out that relationship. You can have someone who 
is helping you g e t better assignments or being a spokesperson fo r  you 
or simply saying that you did a great job on this. I t's am azing how 
much that helps you in your career.”
Kathleen Schroeder, M anaging Director, R S M  McGladrey
Early Professional Career: The Buddy System
Some firms have programs that match entering staff accountants with a 
“buddy” in the firm. These buddy relationships are not really mentoring rela­
tionships, but are a precursor to a more formal relationship. In the buddy sys­
tem, the young CPA has a chance to “learn the ropes” from the buddy who 
also provides a support system and a social introduction of the young profes­
sional to the firm.
Mid Career Relationships: Manager and Partner Mentoring
Some firms provide for their managers to be mentored by partners within the 
firm. The mentors are encouraged to act as a coach for the professional in mid 
career. By understanding her strengths and weaknesses and also appreciating 
what it takes to advance to the next level, the mentor can help the protege 
develop a career strategic plan. The mentor attempts to look out for the best 
interests of the protege. Rather than serving as a “best friend” or someone to 
whom she can complain, the mentor is an adviser.
One of the most important tasks for a mentor working with a person on the 
partnership track is to identify the stretch assignments that are required to 
move that person to the next level. An effective mentor also provides a safe 
environment in which the professional can have an honest discussion without 
the fear of politics derailing her career.
One of the largest public accounting firms implemented a mentoring program 
that assigned male partners to mentor select high potential women in the firm. 
One of the primary benefits of the program, other than the mentoring which 
occurred, was the increased awareness by the partners of the issues that the 
women faced. The partners gained an appreciation for the challenges faced by 
their proteges and also became more sensitive to the way the culture of the 
firm affected the career path of these women. In addition, the firm found that
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the matching also resulted in more women being identified for inclusion in 
special events and assignments. Since the partners knew the women personal­
ly, they were more likely to recommend them for consideration.
“I  think tha t one o f the things that has been successful about our 
program is tha t our mentor program is tied to our evaluation 
process. In  public accounting, you work with a lot o f different peo­
ple; with a mentor, you have one person who funnels all com mu­
nication. The s ta ff  has someone they can trust, someone who can 
be honest with them and explain the issues and someone who is 
looking after their best interests. Tying mentoring to the evalua­
tion process really helps. ”
Krista Kaland, Director o f Assurance Services, Clifton Gunderson, LLP
“I  was mentored by someone who could help develop my potential 
and help me to see the opportunities. They helped sell me on some 
opportunities and also provided a gateway fo r  me.”
Deborah Kissire, Area M anaging Partner, Ernst &  Young
Practice Perspective
Ernst & Young Mentoring
Ernst & Young encourages regional offices to develop initiatives 
they believe contribute to a positive change in culture. One of the 
recent programs to come out of the Southwest region was a plan 
whereby firm leadership reviewed the women in senior positions 
to determine where that person stood in terms of her career. 
Consideration was given to whether the women were getting the 
right assignments or working with the right mentor.
Reflecting on this program, which is one of many implemented in 
the various regions at Ernst & Young, Scott Walsh, Associate 
Director in the firm’s Center for the New Workforce suggested,
“I t ’s one thing to do the kind o f broad reaching programs, 
but when you come right down to it, i t’s kind o f working 
almost woman by woman. We started doing really broad 
kinds o f things, but now i t ’s working individually within 
areas, right down to the individual woman that makes 
i t  happen.”
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The Role of Mentoring in Times of Stress
As firms have implemented mentoring programs or facilitated informal m en­
toring relationships, they have discovered that mentoring is particularly bene­
ficial for women who are having difficulty managing their careers and family 
life. Because many firms lack effective role models for professionals seeking to 
achieve balance, mentors provide an opportunity for professionals to talk 
through the issues and receive support.
“We fo u n d  it  helpful fo r  our high potential women to g e t the m en­
toring and coaching that they need to have better opportunities. 
Mentors help them identify stretch assignments and to pull them, i f  
you will, into more opportunity. We also offer what we ca ll 'one-on- 
ones’ where i f  we see that a woman is struggling with balance, per­
haps she has a couple o f small children, we will sit down, gather the 
people who are most impactful fo r  that person, usually partners 
and coworkers, and work through a plan. W hat are the hurdles? 
W hat are the successes? How are the things that you do impacting 
your life? W hat can we do to help?”
JoAnn Wittenbach, Partner, Crowe, Chizek and Company, LLP
Given the value of the mentoring relationship, it ’s important for every profes­
sional to find a mentor even if  her firm doesn’t provide a formal mentoring 
program. If the professional is associated with a firm that lacks a formal m en­
toring program she should look for a mentor w ithin the firm as well as some 
mentors from outside of the profession.
Qualities of a Good Mentor
W hat qualities should a professional seek in a mentor? Does the mentor need 
to be in the profession? Women who had successful mentoring relationships 
indicate that a good mentor:
■ Understands the business and knows what it takes to get ahead.
■ Listens well.
■ Recognizes your strengths and weaknesses.
■ Serves as a coach providing advice for achieving goals.
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“Mentoring is very important. To f in d  a mentor, look where you 
w ant to go, and see the people there. Then, f in d  a mentor who is 
someone like that—someone who can deal with the technical 
aspects, someone who can sell the business.”
Nancy M. Heimer, Shareholder, Ocel, Heimer &  Associates, Ltd.
Some women also suggested finding mentors from outside o f the public 
accounting profession. These individuals provide an important perspective for 
the CPA. M any potential mentors may be found in volunteer, business, or 
charitable organizations.
“I f  you don’t  have a fo rm a l m entoring program, you can f in d  
a good m entor through volunteerism. I  d id  a  lot o f  volunteer 
work which eventually p u t  me on not-for-profit boards, which 
was a good place to observe m en a n d  women who were 
admirable. I  saw the grace a n d  poise they exhibited a n d  the way 
they approached problems. I  studied these role models to see w hat 
they d id  a n d  how they d id  it. I  would interview  them when I  
could a n d  ask fo r  their advice.”
Linda Blessing, Ph.D., CPA, Arizona Board o f Regents
“The best relationships are not the form al ones. In  a good mentor­
ing relationship, you can kind o f sense that there is a trust. I t  is easy 
to talk to the person and run ideas by them. ”
Bea Nahon, President, Bea L. Nahon, CPA, PS
Practice Perspective
Catalyst
Catalyst is a nonprofit research and advisory organization that 
works to advance women in business. In 2001, Sheila Wellington, 
president of Catalyst, published the book Be Your Own Mentor. In 
response to a common workplace misconception that ‘Talent and 
hard work bring success,’ she notes, “These two qualities, essen­
tial as they are, are definitely not enough. Most smart, capable 
women enter the workplace believing that their talent and hard 
work will carry them as far as they want to go. But few organiza­
tions have any apparatus in place that zeroes in on talent, then 
taps, and develops, and rewards it.”
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The book encourages women to manage their own career paths 
and includes discussion of style, networking, work/life balance, 
mentoring, marketing, and leadership.6
Practice Perspective
RSM McGladrey Women’s Mentoring Program
“The Women’s Mentoring program is designed for our top female 
performers in the four-to-eight-year experience range. The pro­
gram matches carefully selected mentors with select junior female 
client servers who share common professional and personal inter­
ests. Imagine how helpful it must be to be paired with an experi­
enced man or woman in their field. Someone who is committed to 
helping them be successful. It’s a terrific learning experience for 
both parties and a partnership that teaches collaboration, commit­
ment, listening, and goal setting. The Women’s Mentoring 
Program provides a formal touchstone and sounding board for our 
women client servers as they develop relationships and resources 
to guide them toward a rewarding career within our organization. 
At a conference, where they meet for the first time, the mentoring 
pairs establish ground rules, set schedules, and establish goals for 
what will be a year-long experience resulting in lifelong benefits. 
They also participate in sessions designed to assist them in work­
ing effective, addressing topics such as roles of mentoring pairs, 
what makes a good mentor, maximizing the mentor relationship, 
and understanding gender differences in the workplace.
Mentoring pairs continue to develop their relationship throughout 
the year, meeting in person or by phone, checking their progress, 
and discussing work-related issues. After 12 months of working 
together, participants gather at a national conference to share 
experiences and lessons learned with other mentoring col­
leagues. Their formal mentor experience concludes at the end of 
the year; however, many pairs enjoy this new professional rela­
tionship so much that they continue their association beyond the 
program time frame.”
"Training is a must so that everyone is on the same page 
as to what the expectations are. So, we have a training  
program that gets things started. Mentors have to be a t the
6 See Be Your Own Mentor: Strategies from Top Women on the Secrets of Success, by Sheila 
Wellington and Betty Spence, Catalyst and Random House, 2001.
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training in order to be in the program. The other thing 
that we do, which I  think is very helpful, is to interview  
every one o f the participants before they are matched so 
that I  can f in d  out what their specific needs are, what they 
see as the mentor relationship, and what they would w ant 
to g e t from  that relationship. Even though it  is very time- 
consuming, i t  is worth it  in the end, and  I  would recom­
mend it to anyone who is thinking o f establishing a men­
toring program.”
Ta mmy Dehne, Senior Director o f Retention, 
R S M  McGlodrey, Inc.
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Strategic Plans and Culture Change
Public accounting has long been known as a profession driven by an hours- 
based business model. Cynical observers provided a simple summary of the 
m odel’s premise: The more hours, the better. Firms sought to secure as many 
engagements as possible and encouraged their staff to work as many hours as 
m ight be expected. If people left the profession, they would be replaced by 
new hires who would in turn be expected to work long hours. The promotion 
model was also simple—up or out. Relying on a pyramid organizational struc­
ture, many staff working long hours on billable engagements provided signif­
icant revenues to firms with few partners.
For many years, the model succeeded and, in fact, continues to succeed at some 
firms. But for other firms, the change in the nature of the work force present­
ed challenges to the hours-based model starting in the late 1980s. An increas­
ing number of people entering the profession were women and men interested 
in doing something other than just working as much as possible. Some were 
interested in spending more time with their families while others wanted a more 
balanced life in other ways. Firms that were unresponsive to this change in the 
work force quickly noted two issues, namely, the turnover of professional staff 
was high, and the recruitment of top talent was increasingly difficult.
At the same time, the public accounting profession was becoming more spe­
cialized. Firms needed to attract and retain specialists in a variety of areas in 
order to service clients in the rapidly changing marketplace. M any firms real­
ized that the competition for talent exceeded the competition for clients. 
Recognizing the tremendous cost of recruiting that talent and the even greater 
cost o f losing that talent once those people had been trained and developed 
into productive employees, many firms reevaluated their strategic plans.
“The culture o f public accounting has changed. There used to be 
such an emphasis on hours. Now, the perception o f most profession­
als is that you can’t  p u t your life on hold.”
M anaging partner o f a regional CPA firm
Problems With the Business Model
An examination of the hours-based business model and culture associated with 
that model led many firms to realize that they had significant difficulties retain­
ing top talent and moving women into senior positions in the firm. The old 
business models put too much emphasis on the number of hours worked and
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not enough on the value of the contribution. The many professionals looking 
for more reasonable hours were viewed as not contributing. Sensing that they 
were undervalued and unappreciated, they often left firms or the field o f pub­
lic accounting altogether.
“I  think what firms have to do is have policies that allow successful peo­
ple to retain the ability to do more than just work in public accounting 
2,700 hours a year at the sacrifice of everything else.”
Bill Fingland, M anaging Partner, Baird, K urtz  &  Dodson, LLP
“We have to think about this in terms o f value creation. How are 
we going to price that value? The profession can’t  box itself into one 
way o f thinking. ”
Virginia Stanley, Managing Principal, 
R E D W  Stanley Financial Advisors, LLC
Firms began to grapple with these issues. Given the dramatic change in the 
entering work force—more women and more individuals seeking balance— 
those in firm leadership positions realized that they either had to reevaluate 
their culture and strategic plans or risk losing any advantage they m ight have 
in recruiting or retaining top talent.
“I  can say honestly that change resulted from  a lot o f different things. 
L think our partners were living in the dark ages in some respects 
about how to treat people— not that they were treating them badly, 
but that they were expecting people to handle public accounting the 
same way they handled it 20 years ago. But, people weren’t going to 
do that. Given the new 150-hour rule and their own efforts to recruit 
and retain people, other firm s were offering better programs. We 
found that we had to be more flexible with people and implement 
some relatively simple programs that made a really big difference.”
H u m a n  resource partner a t  a major f ir m
Using Strategic Planning to Change Culture
Given the reach o f many o f these issues within the firm, many in firm leader­
ship positions concluded that the only way to address the issues was to devel­
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op a strategic plan that led to broad changes in firm culture. Over the last five 
years, many public accounting firms have implemented strategic plans that 
include significant initiatives designed to improve the advancement of women 
in the firm. Successful initiatives at many firms share the common characteris­
tics described in the following sections.
The Best Initiatives— Strategic, Not Piecemeal
Firms seeking to address issues o f turnover and advancement quickly realize 
that these issues are linked to the most fundamental firm activities of recruit­
m ent, assignm ents, train ing , staff developm ent, and com pensation. 
Attempting to address an issue like retention by simply focusing on one aspect 
o f the issue is futile. Any positive development in the recruiting area could eas­
ily be offset by an inflexible scheduling model; improvements in compensation 
were negated by lim ited access to role models.
really tried to address all the areas. We realized that it need­
ed to be a broad initiative that covered a lot o f different areas. 
Everyone was looking fo r  that silver bullet; you know, ‘Give me this 
one thing and i t’s going to change everything in our f ir m .’ B u t 
there isn’t  anything like that; i t ’s ju st a lot o f small things.”
Krista Kaland, Director o f Assurance Services, Clifton Gunderson, LLP
Acceptance of the Change in Culture by Firm Leadership
M aking a major change in culture is impossible w ithout the support of firm 
leadership. Although public accounting firms are traditionally made up of 
many “partners,” most firms have adopted organizational structures that rely 
on a leadership teams to formulate and execute the strategic vision.
Partners at many firms which have undergone successful transformations of 
firm culture will attest to the critical role of the CEO. If the CEO embraces 
the strategic vision, works to sell that vision, and emphasizes the consistent 
application of that vision in all areas of the firm, then the firm has the oppor­
tunity to successfully implement the change. The advice for public accountants 
is not unlike that which they themselves have given their clients for years.
“We play o ff o f two goals in our f irm — the growth o f our clients and  
the growth o f our people. You figure, i f  you have great clients, then 
you have great people. Profit and everything else follows from  that.
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We’ve just rewritten our strategic plan and entitled it A ll  Else 
Follows.’ My job is to sell the vision and work the vision. When I  can sit 
there and talk to our people about this, I  see the excitement. I  am pas­
sionate about this. I  see the excitement with our people when they see 
that they are with a good firm — a firm  that has a good vision, is solid, 
and is going to grow. You can't communicate that enough to people .”
Carl George, CEO, Clifton Gunderson, LLP
“Our C hief Diversity Officer sits on the U.S. management leader­
ship team. The f i r m ’s leaders view diversity and worklife as a 
strategic business issue and they believe that the CDO must be p a rt 
o f the leadership team to drive diversity strategies and initiatives 
through our organization. ”
Joanne McDonough, Director, Office o f Diversity and WorkLife,
PricewaterhouseCoopers
“I  think one o f the most critical things we did, but we d idn’t  realize 
it  was so important a t the time, was to create an outside council to 
oversee the progress o f our women’s initiative. We created The Council 
fo r the Advancement o f Women, chaired by Lynn M artin, which 
meets with our top management including our CEO and fu n c ­
tional national leaders twice a year. Since the council members are 
all outside people, they can ask the hard questions and hold our firm  
accountable for the goals which we set fo r ourselves. The Council can 
pull our top leaders aside and say, You are accountable!”’
V. Sue Molina, Partner and National Director for the 
Advancement o f Women, Deloitte &  Touche, LLP
Practice Perspective
Thomas Havey Firm Culture
Bill Voorhees, managing partner of Thomas Havey, LLP, stresses 
the value of creating a culture that emphasizes the importance of 
doing “all the little things.” For example, firm leadership attempts 
to create an environment where there is no penalty in asking for 
a flex-time arrangement. The firm also offers individuals who are 
away from the firm while raising children to continue to receive 
continuing professional education (CPE) through the firm. The 
firm keeps these individuals on mailing lists and provides access 
to Web sites and CPE. In Bill’s view, it doesn’t cost the firm much
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to keep these individuals up to date, but it may pay tremendous 
dividends if it encourages more people to want to come back to 
the firm after some time away.
Culture Change in Response to Client Expectations
M any firms have seen dramatic changes in their clients over the last ten years. 
An increasing number of business leaders are women and people of color. 
More clients are demanding that the engagement team be comprised of peo­
ple who mirror the composition of the client and its customers. Clients are also 
sensitive to the recognition that is awarded to firms who have addressed issues 
of work/life balance and wom en’s advancement.
“Today there are many external recognition awards. These awards 
catch people’s attention. I f  you see that five o f your biggest clients are 
on these lists, then you know that it is important to them. Firms need 
to look a t who their clients are and look a t the diversity o f their 
clients. Some o f the fastest growing businesses are those run by women 
and minorities.”
Joanne McDonough, Director, Office o f Diversity and WorkLife, 
PricewaterhouseCoopers
“Clients are going to start asking questions. When we look a t our 
client base, we see an increasing am ount o f diversity, specifically, 
more women and people o f color. Our clients are starting to look a t 
the composition o f our teams and are asking the hard questions. I  
know that we have lost some clients because o f that issue.”
Partner a t a major firm
Of course, client expectations may also complicate the issue of wom en’s 
advancement in the profession.
“I  want to say that our firm  has a long history o f recognizing the 
value o f diversity in our workforce. Even some o f our more reluctant 
people have come along. Where the issue has become a little more 
tricky for us is the acceptance by some o f our clients. Let's say that we 
have a client who is not as fa r  along on the learning curve, so that 
they balk when we introduce women in leadership positions. They may
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not have women in these positions. We’re not backing down from  it 
a t all. We just have to think about it and work toward that goal.”
Partner a t a major firm
Communication as the Most Important Tool
Discussions with managing partners and human resource directors at firms that 
have undergone significant change reveal one common piece of advice. 
Communicate! These firm leaders suggest that the only way to achieve real change 
is to constantly reinforce the message, share the successes, and discuss the issues.
“The message has to be consistent from  the top. I t  has to be linked to 
everything you do— the compensation, the rewards, and the metrics 
you set. The message will then filter to the whole organization. I t ’s 
important to have brutal consistency and, when people don’t  do the 
right thing, you must take corrective action.”
Ed Nusbaum, CEO, Grant Thornton, LLP
“I  really think that communication is huge. The fir m  must com­
municate around successes.”
Leslie Murphy, Managing Partner-Client Services, Plante &  Moran, PLLC
Although the specific elements o f most firms’ strategic plans are proprietary, 
many firms are w illing to share the basic vision behind their plans. M any firms 
that experienced improvement in overall retention rates and the rate of 
advancement o f women to senior positions share the common element of 
plans that call for an emphasis on the value of people to the organization.
Practice Perspective
Clifton Gunderson Priority One Program
Carl George, Managing Partner of Clifton Gunderson, is particular­
ly proud of the firm’s Priority One program. Priority One for the firm 
is people. The firm’s strategic vision is to achieve the growth of its 
clients and its people. This comprehensive firm initiative places an 
emphasis on what George calls the three R’s of recruitment, reten­
tion, and refinement. The Clifton Gunderson program, while helpful 
to women, is not just a women’s program. It is a program designed 
to address the career issues faced by all professionals.
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The foundation of the Priority One program is the mentor program 
which is helping the firm retain talented professionals. An exten­
sive career development form is completed by each employee 
annually, helping that employee and his or her supervisors clarify 
the goals and objectives for the coming year. The firm has also 
reassessed its performance management systems and is gather­
ing feedback from professionals on satisfaction and other issues. 
A new program for manager training is helping the firm meets its 
goal to be known in the industry for having the greatest man­
agers. An increased emphasis on flexible work arrangements has 
also had a positive impact on retention of professionals.
The Priority One program starts with firm recruiting efforts. Clifton 
Gunderson changed its approach to hiring, drawing on many of 
the recommendations in Lou Adler’s book, Hire With Your Head. 
The firm now looks for potential hires in a proactive way, net­
working with employees and clients. Its recruitment ads and 
materials have adopted a more active tone. The materials empha­
size “doing” and minimize the list of must-have qualifications.
In response to a question about what Clifton Gunderson has done 
to help change the culture so that women can advance within the 
firm, Carl George suggests that the single best thing the firm has 
done is to place women in high profile positions around the firm. 
Currently, the firm has women in key leadership positions in the 
area of auditing and assurance, human resources, staffing and 
retention, external technology consulting, financial services, 
accounting services, various practice offices, and marketing.
Practice Perspective
Deloitte & Touche Women’s Initiative
The emphasis of Deloitte & Touche’s Women’s Initiative is to pro­
vide equal access to career-building opportunities for all profes­
sionals. The firm reviews assignments and proposals to ensure 
that engagements have gender-balanced representations. 
Support for internal and external networking, mentoring, career 
planning, and professional development programs are helping 
professionals at the firm acquire the skills and connections essen­
tial to success.
Many of the programs that began as part of the Women’s Initiative 
are now part of the regular programs conducted by the firm’s 
human resource group. These programs benefit men and women 
at the firm.
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“The Initiative has become part o f our culture. I f  you talk to 
anyone they know that we have the Women’s Initiative and 
they know what the Initiative has done for the firm  and our 
people. But, we can’t  rest on those laurels. People need to be 
reminded that this is a very important business imperative.
One way we let people know about our Women’s Initiative 
activities is through a monthly newsflash. I t  has a branded 
Women’s Initiative look and is delivered electronically. Our 
top leadership also contributes regularly to these newsflash­
es. Jim  Copeland, our CEO, also gets the word out inter­
nally: he mentions the Women’s Initiative in his messages to 
our people and regularly talks about how important the 
Initiative is and how it has helped advance the firm .”
V. Sue Molina, Partner and National Director for  
the Advancement o f Women, Deloitte &  Touche
Practice Perspective
Plante & Moran PTA Committee
Plante and Moran bases its philosophy and core values around 
the condensed form of the Golden Rule, “Do Unto Others As You 
Would Have Them Do Unto You.” The firm motto, “We Care,” 
underlies its approach to client service, work, families, communi­
ties, and the way professionals treat each other.
Plante and Moran was one of the first firms to respond to the chal­
lenges faced by female professionals in public accounting. In 1986, 
the firm developed its Parenting Tightrope Action (PTA) committee. 
Although the committee’s name has now been changed to Personal 
Tightrope Action committee, its objectives and interests continue to 
provide support to professionals attempting to balance personal and 
professional responsibilities. Over the years, Plante & Moran’s PTA 
committee has developed policies for parental leave, Saturday child 
care, leaves of absences, nontraditional career opportunities, and 
part-time staff. The committee has coordinated needs assessment 
surveys, held informal meetings with female staff, sponsored a gen­
der diversity program, held parenting and elder care seminars, and 
worked to promote recognition of the firm’s support for its profes­
sionals. The firm has been named to both the Fortune and Working 
Mother magazines best companies lists. In 2003, the firm was 
named for the fifth consecutive year as one of Fortune magazine’s 
“Best Companies to Work For.” Each year, the firm has received
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numerous requests for information on its work/life programs and 
now has a standard "how-to” package that it shares with other 
companies. The firm is recognized for its values, culture, low- 
turnover rate, flexible scheduling, and nontraditional career paths.
The PTA committee has been instrumental in improving benefits 
and opportunities for professionals and for raising the profile and 
reputation of the firm on a national basis.
Leslie Murphy, Managing Partner-Client Services at Plante & 
Moran, recalls the development of the PTA committee, saying,
started to look a t this phenomenon. We were starting to 
hire more and more women in the mid 1980s, but they were 
turning faster than the men. I  knew we needed to under­
stand the business side o f what this meant to the firm  because 
without that, we were never going to implement change... .I  
suggested that we form  a committee and we formed our 
Parenting Tightrope Action committee. Our founder, 
Frank Moran, had a theory that life is like a tightrope and  
it doesn’t  matter which side you fa ll off. Too much or too lit­
tle—you are going to fa ll off. The key is to fin d  the right bal­
ance on the tightrope. So, this tightrope philosophy is peppered 
throughout the whole way we make decisions."
Practice Perspective
RSM McGladrey Women’s Initiative
The RSM McGladrey and McGladrey & Pullen Women’s Initiative 
focuses on specific strategies to improve development and reten­
tion of our women professionals, as follows:
■ Men and Women as Colleagues. This one-day training session, offered 
in locations across the firm, teaches skills and behaviors that help men 
and women appreciate different perspectives and experiences in the 
workplace. The premise is that the firm will be more successful if it fos­
ters an environment that nurtures and promotes diverse opinions and 
improves understanding among men and women as colleagues.
■ Women’s Mentoring. The Women’s Mentoring Program is 
designed for our top female performers in the four to eight years of 
experience range. The program matches carefully selected men­
tors with select junior female client servers who share common 
professional and personal interests.
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■ Women’s Management Network. The network is a positive, cohe­
sive forward-thinking group of women (senior managers and 
above) who share ideas and experiences through newsletters and 
Web conferences.
■ Women’s Leadership Conference. Putting it all together is the aim 
of this conference. Held away from the office, this event serves as 
a place where women can listen, learn, plan, develop supportive 
relationships, and have a little fun, too. Organized by the People 
Group and Women’s Management Network, this conference 
focuses on networking opportunities, mentoring, gender style dif­
ferences, and work/life balance.
The information about Women’s Initiatives Programs at RSM 
McGladrey was provided by Tammy Dehne, Senior Director of 
Retention at the People Group, Bloomington, MN.
Practice Perspective
Ernst & Young Women’s Initiative
Ernst & Young’s Center for the New Workforce coordinates the 
firm’s efforts in the area of women’s advancement. The firm has a 
strong commitment to the advancement of women and ties the 
issue to its strategic plan. Over the last few years, the firm has 
developed a number of programs and initiatives designed to 
improve the retention and advancement of its professional staff.
Work/Life Balance. The firm is committed to supporting profes­
sionals who seek work/life balance. Relying on an extensive data­
base of flexible work arrangements and regular communication, 
the firm tries to send a message that flexible work arrangements 
are welcome at the firm.
Mentoring. Women at the manager level and above are invited to 
participate in a special one-on-one mentoring program. The pro­
gram, known as Women’s Access (an acronym for accelerating 
shared success), was then expanded to include an opportunity for 
the participants to gather for group discussions on important 
issues. These group discussion sessions revolved around the 
career challenges faced by women in the firm. One of the benefits 
of the discussions was that women got access to partners, and 
men in the firm were exposed to the issues women were facing.
■ Networking. The firm sponsors internal networks on a local and 
regional basis (women’s forums). These forums provide opportu­
nities for discussion of critical issues, access to firm leadership, 
and direct networking for women participants.
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■ Communication. Focusing on some of what the firm describes as 
the “micro-inequities” that hinder women from advancing to part­
ner, the firm has recently begun to discuss what some call the 
“unwritten rules” that help create the culture within a firm that may 
make it difficult for women to advance. These discussions are 
helping to raise awareness of the issues within the firm.
■ Marketing. The firm has conducted training for women in the area of 
practice development. Women are encouraged to capitalize on their nat­
ural sales skills in the marketing effort. The firm also supports “nontradi- 
tional” approaches to client entertainment, including visits to the spa.
Practice Perspective
PricewaterhouseCoopers Diversity and
Work/Life Programs
Diversity and work/life issues at PricewaterhouseCoopers are a 
strategic initiative for the firm. The firm takes a holistic approach 
to the process: recruitment to retention to the advancement of tal­
ent is critical to the success of the firm. The firm has successful 
long-standing programs for women and minorities focused on 
providing networking and mentoring experiences ; these are two 
areas that women and people of color have told us they need 
expanded opportunities to advance their careers.
The firm’s Mentoring Partnership Program which matches women 
at senior manager levels with partner mentors has been suc­
cessful as it has helped prepare these women for a successful 
transition to partnership. The Women’s Networking Circles have 
also facilitated women’s advancement at the firm. The firm 
remains focused on the importance of communicating these suc­
cesses to professionals in the firm.
“We recognize that one o f the differentiating factors in a 
proposal to a client is our diversity. M any o f our clients are 
pushing to know what our stats are and what we are 
doing. They often w ant to know about our programs and  
initiatives so that they can learn from  how we are doing it.
Our leaders are passionate about these issues and they have 
embraced it as a strategy. ”
Joanne McDonough, Director, Office o f Diversity and WorkLife, 
PricewaterhouseCoopers
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Approaching the Task—Advice From Catalyst
Although some firms developed their programs using resources within the 
firm, many firms choose to retain outside consultants to help them address the 
issues. Catalyst is one organization that has helped many public accounting 
firms assess the status o f women in their firms and develop comprehensive 
plans to improve the advancement and retention of female professionals. Sheila 
W ellington, CEO of Catalyst, believes that all firms interested in developing a 
new initiative benefit from following these basic steps:
1. A nalyze the da ta . Firm management must look at the data and 
develop a fact base on which to create a plan. The firm must be able 
to quantify the important information about women in the firm.
First, firm management must have an idea of the number of women 
in the organization and the positions they hold. Then, they must 
understand the turnover rates and the timing of separations from 
the firm. Finally, they must understand the career paths of women 
in the firm. For many firms, gathering this information is difficult.
But, in developing the ways to gather and measure this information, 
the firm has taken the first important step in addressing the issue.
2. D evelop  a  p la n . Using the data gathered from the fact base, firm 
management must develop a plan that works for the organization. 
Effective plans are comprehensive; rather than focusing on a sin­
gle program such as mentoring or leadership, the plan is in te­
grated into firm culture and reaches across all areas of the firm.
3. R eq u ir e  a c c o u n ta b i li ty . Adopting a plan w ithout requiring 
accountability often leads to failure. Good plans establish bench­
marks and evaluate performance against those benchmarks. 
Once again, establishing systems to measure performance will 
help the firm achieve its goals.
Ms. W ellington notes that many of the initiatives that were developed to help 
women advance work for men as well. Catalyst studies suggest that male and 
female young professionals share many of the same concerns about work/life 
balance and advancement. These concerns show no gender differences. 
Therefore, firms interested in the retention and advancement of the next gen­
eration of CPAs would do well to consider many of the strategic initiatives 
originally implemented to assist women. These programs, centered on 
work/life balance, mentoring, networking, marketing, and culture change, are 
likely to benefit all members of the professional staff in the coming years.
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chapter 7
A Recipe for Success
M any of the young women completing accounting programs today have excel­
lent skills. They possess strong interpersonal and communication skills, have 
outstanding technical knowledge and often have practical experience prior to 
graduation. Looking forward to a bright future, these young professionals 
have all the right ingredients for a successful career.
But creating a successful career takes more than just having the right skills. 
There is a certain art to applying your skills in a way that produces a truly out­
standing creation. Like the successful chef, the ingredients are combined in a 
special way to create that masterpiece. W ith that in mind, the participants in 
this project offer their recipes for career success.
Advice for Young Women CPAs: A Baker’s Dozen
1. Believe In Yourself!
Top professionals agree that having confidence in yourself is the key to a successful 
career. If you exude confidence, your clients and colleagues will pick up on that feel­
ing. At this point in your life, you probably feel like you are a smart, capable per­
son. If you have landed a job with a public accounting firm, you most likely have 
excellent technical and communication skills, and you have a demonstrated record 
of leadership and achievement. There’s no reason to think that you cannot have the 
career you imagine at this point in your life. Seasoned professionals encourage you 
to approach your career with confidence. Of course, that doesn’t mean thinking 
you can do everything right without any help. Instead, it means knowing that it’s 
ok to believe you can be successful and still learn a lot every day on the job.
“Clients will push you harder on bills or a technical issue because 
they w ant to f in d  out whether you will cave. So, I  have learned to 
stand up fo r  myself and to stick to my values. Decide who you are, 
and what’s im portant to you because you are going to function best 
by being true to yourself.”
Virginia Stanley, M anaging Principal, 
R E D W  Stanley Financial Advisors, LLC
2. Be Willing to Try New Things and Be Willing to Fail.
M any young people entering the public accounting profession are risk-averse. 
Having completed a highly structured accounting program and won a starting
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position at a prestigious firm, they are reluctant to try anything new or risky. 
Focused on the task, they become good do-ers. Tackling a list o f to-dos and 
getting the job done are common characteristics o f young accountants.
Successful accountants recognize that there, is more to getting ahead than sim­
ply getting the job done. In order to advance to partner or move into a lead­
ership position within a firm, it is important to be w illing to try new things. 
Perhaps an assignment is presented that is unlike other things you have done 
or presents an opportunity to move into a new area. Consider that new oppor­
tunity. Of course, there is always a possibility that things m ight not work out, 
but don’t be afraid of failure. Some of the best learning experiences often fol­
low a failure.
“The biggest key to success is being willing to take opportunities 
when they are presented. So many people go into accounting think­
ing that they know what i t  is and  it's probably less than 50 percent 
what they think. But, being willing to step out and do something 
different was a real turn ing  point in my ability to do different 
things within the f i r m ”
Susan Rucker, former National Director o f Risk and  
Advisory Services, KPM G LLP
3. Think About What You Want; See the Goal and Work Towards It.
Almost every successful organization has a strategic plan. Knowing where it 
wants to be and how it plans to get there helps the organization stay focused, 
allocates precious resources to the important tasks, and evaluates the critical 
decisions that must be made. Young professionals also benefit from having a 
personal strategic plan. Identifying personal and professional goals, thinking 
realistically about their strengths and weaknesses, and allocating their time and 
energy toward executing the plan helps many professionals reach their goals.
A young female accountant should consider developing a personal strategic 
plan early in her career. The key to an effective plan is to identify the long-term 
goals, not just the plan for the next few months. Do you want to make part­
ner, have a family, pursue a hobby, or establish your own firm? Think about 
your long-term  goals. Reflect on your strengths and weaknesses. W hat will 
need to be done to reach that long-term goal? W hat resources w ill be required 
to meet that goal? How can you best use your strengths and overcome your 
weaknesses as you work towards your goal?
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Look to other successful people and learn from them. How did they get where 
they are today? W hat do they do well? How do they juggle the many respon­
sibilities they have? W hat is their formula for success? W hat improvements can 
you make to your plan based on the lessons they shared with you? By identi­
fying successful role models and patterning your early career after them, you 
take the first step towards developing a career strategic plan.
“Stay focused! Picture yourself 15 years fro m  now. W hat will you 
be doing? Is i t  realistic? Then, develop a long-term plan  to reach 
your goal."
Graciela Miller, Principal, Graciela Miller, PA
4. Find a Good Mentor.
Having a good mentor is helpful in all phases of your professional career. Good 
mentors are like the good coaches you m ight have had while playing school or 
youth sports. They can listen to you and watch you in action and then reflect 
on what you m ight do to improve as you work toward your goal. Sometimes, 
they m ight have had a lot of experience in the area; other times, they are just 
very good at what they do and understand what it takes to succeed in your 
arena. They are the kind of people who deliver the tough assessment in a way 
that leads to your personal growth.
It’s not necessary to wait for your firm to assign you a mentor through a for­
mal mentoring program. It’s not even necessary to find a mentor in your own 
firm. The best mentors are people who understand where you are headed and 
know what it takes to get there.
“Seek out a mentor. Look fo r  someone who seems to take a special 
interest in you. You can have someone helping you to g e t better jobs 
or ju st being a spokesperson fo r you. I  would seek out someone to be 
a sounding board and also someone to give you advice on how to 
advance your career.”
Kathleen Schroeder, M anaging Director, R S M  McGladrey
5. Take Control of Your Schedule.
One of the most common complaints about the public accounting profession 
is the lack of control professionals have over their own schedules. As profes­
sionals in a client service industry, accountants must respond to client
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demands, meet tight deadlines, and work long hours. Increased competition 
over the last 15 years has resulted in increased pressure to work more hours.
Successful professionals caution young professionals not to get too caught up 
in the mentality that more is better. M any young staff compete for recognition 
as the person who works the longest hours. These “iron m an” competitions 
contribute to an environment in which achieving work/life balance is almost 
impossible. Yet, many of the most successful professionals in public account­
ing acknowledge that balance is the key to their success.
Remember that you have control over your schedule. Decide what your prior­
ities are and then work to establish a schedule that meets your needs. M any 
firms would rather have happy, productive staff working reasonable schedules 
than lose those same talented people to other careers when burnout occurs.
“You need to take control o f your schedule. You should understand 
your personal needs and not let the organization do that for you.
Then, work with the firm  to get an arrangement that works fo r  you.”
James G. Castellano, past Chairman o f the A IC P A  Board o f Directors 
and M anaging Partner, Rubin, Brown, Gornstein &  Co. LLP
6. Be Prepared.
Following the Boy Scout motto may seem like unusual advice for women in 
public accounting, but those who have succeeded credit preparation for their 
success. Starting in the classroom in preparation for the CPA examination, 
accountants see the value o f being prepared. Learning about the client, asking 
questions, and participating in conferences and continuing education are activ­
ities valued in young professionals.
As the CPA advances toward partnership, preparation is even more critical. 
Advance planning helps the job run smoothly, provides an advantage in mar­
keting activities, and leads to more effective presentations. One of the ways the 
CPA brings value is to meet client expectations on a timely basis. By being pre­
pared, it ’s easier to meet deadlines.
“I t’s sad to say, but I  still think, even in 2003, that women sometimes 
have to be more prepared, even better prepared than men. I t  shouldn’t  
be, but I  think that it’s all too often true to move up the career ladder. ”
Linda Blessing, Ph.D., CPA, Arizona Board o f Regents
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Practice Perspective
Deloitte & Touche Virtual Role Model Database
Do people find it easier to work from an illustrated cookbook than 
one that simply presents the written recipe? At first attracted to 
the photo of the desirable creation, are novice chefs more likely 
to try the recipe and approach it with confidence?
Recognizing the value of positive role models, public accounting 
firms are searching for ways to make these role models more 
accessible to young professional women. Deloitte & Touche 
recently began a major project to create a women’s database at 
the firm. First, they began by soliciting information from females 
from the senior to partner ranks in both professional client service 
and nonclient service roles. Using a template, they gathered infor­
mation on the personal and professional lives of these women. 
Then, they input the information into a searchable database, so 
that anyone in the firm can read about or contact one of her col­
leagues. Sorting by criteria like function, family situation or loca­
tion, young professionals can read about others’ work experi­
ences. The virtual role model database provides valuable infor­
mation about flexible work arrangements and also promotes 
opportunities for mentoring and coaching throughout the firm.
7. Listen and Learn.
Your career in public accounting will provide many opportunities to learn. 
From the very first trip to the partner’s or client’s office, you will be in a posi­
tion to watch people in action. Some of the people you see will be positive role 
models, others will teach you important lessons of what not to do! Every sit­
uation is a learning opportunity.
Listen to your colleagues, clients, and contacts. Observe effective communica­
tion, study presentation styles and watch how people interact. Make note of 
approaches that work.
“Our profession is always changing. There is always something new 
on the horizon. Have a passion fo r  lifelong learning. You need to 
be able to learn new things and change.”
Nancy M. Heimer, Shareholder, Ocel, Heimer &  Associates, Ltd.
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8. If  You Decide to Reduce Your Hours, Enjoy It!
Are women on a reduced schedule their own worst enemies? Consumed by 
guilt, always feeling like they’ve never done enough at home or at work, many 
professionals on reduced schedules are unhappy. If you ’ve taken time away 
from your career to spend with your family or to pursue your passion, enjoy it. 
Veteran professionals will tell you—time flies! You’ll be back before you know 
it. The speed at which your children develop from infant to college student is 
amazing. Don’t live your life with regrets. Take the time to enjoy your family. 
Do the little things, and don’t worry.
“When I  started working part-time, I  was a very motivated per­
son and I  fe lt badly that I  wasn’t  pu tting  in all those hours. That 
was a very im portant time and I  should have enjoyed it. Tour chil­
dren are only little fo r  so long. Have confidence that i f  what you 
are doing is right fo r  you, then i t  is right fo r  you! I  think about the 
g u ilt  I  had over staying home with my children and I  think now, 
H ow  stupid was that?’”
Terry Simonds, Officer, Amper, Politziner &  M attia
9. Don’t Be Afraid to Think Outside the Box.
Accounting is a rule-oriented profession grounded in a principle of consisten­
cy. So much of your academic career has been focused on learning the rules 
and applying them consistently. Those are important skills, but they will only 
take you so far. Firm management is always on the lookout for people with 
new ideas. Do you have a suggestion for a way of doing things differently? 
Many of the women interviewed in this project earned recognition because 
they saw a problem and proposed a new solution. These innovative problem­
solving skills help move ordinary professionals from the ranks o f client service 
to positions of leadership in firm management.
Thinking outside the box also applies to your personal career. There is more 
than one way to have a successful professional life and it ’s up to you to find 
your own way. Your path to partner is your own.
“D on’t  be afraid to speak up and be different i f  that is what it  
takes.”
Virginia Stanley, M anaging Principal, 
R E D W  Stanley Financial Advisors, LLC
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10. Get Out There! Always Be Willing to Participate.
Is your perception of an accountant someone who works w ith numbers and 
not with people? Are you hoping to hide behind the “green eyeshade” or the 
screen of your laptop computer? Experienced professionals w ill be the first to 
tell you that this is a profession that is relationship-based. Every day, you are 
going to meet new people, help your clients, work w ith others, and have an 
opportunity to make an impression on someone. One of the keys to a suc­
cessful career is having the confidence to get involved. D on’t be afraid to 
meet new people. M eet at least two new people at every event. Move out of 
your comfort zone. Don’t always sit w ith the same crowd. Join in. These are 
the actions that w ill transform you from an accountant to a leader.
“Everybody is looking fo r  people who initiate, who have new ideas, 
who w ant to go after things and who are willing to g e t involved.
I t ’s not rocket science. I t ’s a matter o f getting  involved and being 
willing to p u t time into it. ”
Krista Kaland, Director o f Assurance Services, Clifton Gunderson, LLP
11. Figure Out What You Like to Do and Do It Well.
Accounting is a profession that provides a wide variety of opportunities. There 
are many areas of specialization for the accounting professional. Think about 
the client situations that you find satisfying. Consider areas of interest to you. 
Once you figure out what you like to do, learn more about it, and continual­
ly improve your skills. Most of the successful women interviewed for this pro­
ject have specialized in some practice area. Some are tax experts, pension con­
sultants, or business advisers. Others supplement their practice with work in 
human resources, firm management, recruiting, or strategic planning. They all 
share a common experience. They found an area that they love so that “work” 
for them means doing the things they enjoy.
Several women suggested applying this advice outside o f your professional 
career. Finding the right work/life balance leads to tremendous personal sat­
isfaction. M any successful professionals noted the importance of spirituality, 
an exercise program , or a hobby in their lives. Pursue your passions.
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“This is an exciting profession with lots o f opportunity. Remember 
that your fu tu re  is what you make it. Make a commitment to your­
self as well as your clients and your f ir m .”
Beth Tabor, Partner, Cherry, Bekaert &  Holland, LLP
12. Just Stick With It.
This is a demanding profession. Throughout your career there will be times 
when the workload is overwhelming and the stress intense. Remember that 
you aren’t the only person who feels this way. Rely on your colleagues, friends, 
and family during the tough times. Usually, difficult periods w ill give way to 
more reasonable hours or improved client situations. Be patient during those 
demanding times.
“T remember those days when I  was on s ta ff and I  came home and  
said, 'I  hate this job!’ But, I  stuck i t  out. You have bad days, and  
you have worse days, and there are days that you w ant to quit. But, 
i f  you stick with it and do your best, eventually you will f in d  some­
thing that you really enjoy and you will be successful.”
A n ita  Baker, Principal, Larson, Allen Weishair &  Co.
13. Define Your Own Success.
What are your goals? Years from now, how will you evaluate your “success?” 
Your life so far has likely revolved around your family and education. Now, as 
you enter the next phase of your life, there are many dreams to consider. The 
majority of women interviewed for this book are partners in public accounting 
firms. They acknowledge that this may not be the goal of every young woman 
who enters the profession. Yet, they stress how important it is for every young 
woman to realize that she can achieve that goal or any other that she may desire.
“The sky’s the limit. You can do whatever you w ant to do. You just 
need to have enough confidence and take enough risk to make it  
happen. There shouldn’t  be anything along the way that convinces 
you that there is a limitation.
Remember that people’s definition o f success is different. You need 
to define i t  fo r  yourself. Then stand up, don’t  be afraid to ask fo r  
it and work towards it!”
Leslie Murphy, Managing Partner-Client Services, Plante &  Moran, PLLC
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Recommended Reading
Members of the AICPA’s Work/Life and Women’s Initiatives Executive 
Committee recommended the following books to young professionals hoping 
to enjoy a successful career in public accounting:
Arbinger Institute. L eadersh ip  a n d  S elf-D ecep tion . San Francisco: Berrett- 
Koehler, 2002.
Chopra, Deepak. The S even  S p ir itu a l Laws o f  Success: A P ra c t i ca l  G u id e to th e 
F u lfi l lm en t  o f  T our D ream s, San Rafael, California: Amber-Allen, 1994.
Collins, Jim. Good to G rea t: Why Som e C om pan ies M ake th e L ea p ...a n d  O thers 
D on ’t. New York: Harper-Collins, 2001.
Cotter, John, and Dan Cohen. The H ea r t o f  C han ge: R ea l S tories o f  H ow  P eop le 
C ha n ged  T heir O rgan iza tion s. Cambridge: Harvard Business School, 2002.
Gallagher, Carol. G oin g to th e Top: A R oa d  M ap f o r  Success f r o m  A m er ica ’s 
L ea d in g  W omen E xecutives. New York: Penguin Press, 2001.
Goleman, David. E m otion a l I n t e l l i g en c e .  New York: Bantam Books, 1997.
Hamlin, Sonya. H ow to Talk So P eop le L isten : The R ea l K ey  to J o b  Success. New 
York: Harper-Collins, 1989.
Hammond, Theresa. A White C ollar P rofession: A frican -A m erican  C ertified  Public 
A ccoun tan ts S ince 1921. Chapel Hill: University of North Carolina, 2002.
Johnson, Spencer. Who M oved  M y Cheese? A n A m a z in g  Way to D ea l w ith  
C ha n ge in  You r  Work a n d  in  You r  L ife, New York: Putnam, 1998.
Maister, David. M a n a g in g  th e P ro fe s s ion a l S erv ice s  F irm . New York: Free 
Press, 1993.
— . T rue P ro fessiona lism . New York: Simon & Schuster, 1997.
May, Claire. E ffe ct iv e  W ritin g  f o r  A ccoun tan ts . Englewood Cliffs: Prentice
H all, 2002.
McKenna, Regis. R ea l T im e. C am bridge-. Boston, Mass.: Harvard University 
Press, 1997.
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Maxwell, John. 21 I r r e fu ta b le  L aws o f  L eadersh ip . Nashville, Tenn.: Thomas 
Nelson, 1998.
Peters, Thomas. The C irc le  o f  I n n o v a t io n : You C a n ’t  Shrink Y our Way to 
G reatness, New York: Knopf, 1997.
Quindlen, Anna. A Short G u id e to a  H appy L ife, New York: Random House, 
2000.
W ellington, Sheila, Catalyst with Betty Spenser. B e Y our O wn M en tor. New 
York: Random House, 2001.
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